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lore Than Two Million 
LINES OF ADVERTISING 


Has been contracted for by members of MERCHANTS’ 
ASSOCIATION OF INDIANAPOLIS to run in 


Indiana’s Greatest Newspaper 


“Indianapolis Star 


GERCHANTS' ASSOCIATION 











ss DIRECTORS 
Coament, Frap L Maver F. K. Charman 


OF INDIANAPOLIS Vice Pees, Gro. A Gar Urwey Kann 
se made waeuniagon a. @ronerany Gro. Vonnnoct G A. Ernovmeon 
Tessevers.C. HW. Baporrn — F. M. AvREes 





Dreveess Maxaces. JOUN T SAULTER 1 Wassox 


_ “txptawapotrs, Ivo. February 12, 1904. 
Indianapolis Star Company, 


Indianapolis, Ind. 


Gentlenen: . a 

Your esteemed favor of the 11th inst., wherein you advise™ 
that contracts have been signed aggregating over two million lines of adver- 
tising by the individual firms comprising membets of the Merchants’ Asso- 
ciation, was read at the regular meeting of the Association, held last evening 
and I was directed to extend congratulations on your success, and sincere 
thanks for the generaus offer to give unrestricted publicity to the plan 
of the Association in the “rebating of car fares." 


Very truly yours, 
S' ASSOCIATION OF INDIANAPOLIS 


ld eaukln 
Ceres ‘Atom. Manager. 


The Merchants’ Association includes in its membership every 
large department store in Indianapolis, This contract (which is 
believed to be the largest ever made with a daily newspaper) was 
made under the positive guarantee that the actual paid circulation 
of THE STAR is greater than that of any other Indianapolis daily 
newspaper. 













Cc. J. BILLSON, Representative Foreign Advertising 


Tribune Building, New York—Chicago 
HOME OFFICE—s8 MONUMENT PLACE, INDIANAPOLIS, IND. 
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The Medical Brief 


A Monthly Journal of Scientific Medicine 


J. J. LAWRENCE, A. M., M. D. 
Editor and Proprietor 








OFFICES: 
Ninth and Olive Streets 
Masonic Temple Bldg. ST. LOUIS Astor Court Bldg. 
CHICAGO NEW YORK 


Auckland House, Basinghall Ave., 
Londen, E.C., Eng. 








PRINTERS’ INK of January 27, 1904, SAYS: 


Reference to the American Newspaper Directory 
for 1903 shows that The Medical Brief is credited 
with the largest figure rating of any medical publica- 
tion inthe United States or Canada, having Oone- 
third more circulation than the official 
organ of the American Medical Association. 
Its 1903 rating, published in the Roll of Honor, is 
37,950 copies monthly. 


A Roll of Honor 


No amount of money can buy a place in this list fora 
paper not having the requisite qualification. 











ST. LOUIS, Medical B:ief, mo. J. J. Lawrence, A M., 
T1.D., ed. and pub. AVERAGE FOR 1903, 37 9g0. 


























“OQne-Third More Circulation” 


than the next biggest medical journal of this or any 
other country 


EXPLAINS WHY: 


(1) THE MEDICAL BRIEF has few peers and no su- 
periorsasa professional journal for professional men. 

(2) THE MEDICAL BRIEF stands unrivaled as a 
medium for medical journal advertisers. 

(3) THE MEDICAL BRIEF commands the most liber- 
al support and patronage of both, by reason of the 
unquestionable and superior advantages offered in 
text and circulation. 

(4) Lf “Nothing Succeeds Like Success,” THE MEDI- 

CAL BRIEF ?¢s the proof and standard of both. 
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ENTERED aS SECOND-CLASS MATTER AT THE NEW YorK. N. Y . Post OFFICE, JUNE 29, 1893 


Vou. XLVI. 


A “COPY” AGENCY. 


Competition among advertising 
agencies is pretty keen. The head 
of one of the younger New York 
agencies said the other day that 
at least $500,000 in advertising 
must be handled yearly to show a 
profit. A certain Chicago agency 
placed $1,500,000 worth of adver- 
tising last year and cleared $15,000, 
the proprietor working on a salary 
of $100 a week. This agency has 
more than 200 employees. So 
small a margin of profit for so 
large a volume of business invites 
speculation as to what would hap- 
pen if something did happen. 

“You agents are racing to see 
who can place the cheapest,” was 
suggested to the New York man. 
“That seems to be a road leading 





nowhere. Why not turn your atten- - 


tion to making good copy—com- 
pete on copy and make it so dis- 
tinctive that advertisers will come 
for jt, regarding placing as the de- 
tail that it is?” 

“We can’t get men who are cap- 
able of making that kind of copy,” 
was the reply. “If you'll send me 
an adwriter that is worth fifty dol- 
ra a week I’ll give you fifty dol- 
ars.” 

This “copy” idea is embodied in 
one New York agency—that of 
Calkins & Holden, 1135 Broadway, 
who began business two years ago. 
Since then they have produced 
copy of so original a character that 
the placing end of their agency is 
entirely secondary. 

“Copy offers a field in which 
there Is not a tenth as much com- 
petition as in placing.” said Mr. 
Calkins lately. “but the size of a 
copy agency is limited. The char- 
acter of its work depends on per- 
sonal attention. We recognize that 
when the limit of our own indi- 
vidual capacity to produce has been 
reached we cannot accept more 
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business. A placing agency, on the 
other hand, can handle all the busi- 
ness it can get. We go upon the 
belief that anybody can buy adver- 
tising space. Our main concern is 
to fill space with copy that will 
bring business, and to devise sys- 
tems for taking care of results. 
“Two cardinal principles are 
followed in our magazine copy. 
First, we believe that there is a 
tendency to develop the picture at 
the expense of text matter. Ex- 
ceedingly clever pictures abound, 
but the advertising stories that go 
with them are often weak. So we 
write our ads as though they 
were to be printed without illus- 
trations. Having got copy that 
will stand alone on the magazine 
page we then proceed to illustrate 
it for all it is worth. We depend 









Dixon's Eterno Pencil .\ 
is better than and takes the place 

of a pencil at all times and of a 
pen most times. It makeseternal 


friends and eternal records 
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A HALF PAGE TRADE PAPER AD. 





on the camera to a great extent 
for pictures, using models. Some 
of the commodities we are handling 
now are difficult to illustrate. A 
sheet of writing paper has no pic- 
ture value of itself, so for the copy 
of the Eaton-Hurlbut Paper Com- 
pany, of Pittsfield, Mass., now ap- 
pearing in the magazines, we em- 
ploy the handsome woman. She is 
always attractive if appropriate to 
the commodity. I saw a soap ad 
in the magazines the other day 
illustrated with the picture of an 
actress sitting at a boarding house 
washstand. That sort of picture 
might be effective with men, but it 


fails to convince the kind of wo- 
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man who would like this soap. 
Eaton-Hurlbut papers are for the 
woman who is nice about her cor- 
respondence, and who would de- 
tect in an instant the cheap note 
in a member of the Florodora sex- 
tette. So we find a woman who 
goes with this writing paper and 
pose her for the illustrations. That 
she is ladylike you can see by look- 
ing up the ads in McClure’s. 
Piano-players are also difficult to 
illustrate. We make copy for the 
Chase & Baker Piano Player, Buf- 
falo, and use the feminine picture. 
Living models for advertising pic- 
tures are difficult to find, and can 
only be used a few times, as they 
soon become familiar to the public. 





figure along that road in her white 
dress and bunch of violets. 

“All camera’ work is very care- 
fully posed either by Mr. Holden 
or me. We work in the studio of 
one of the best photographers in 
New York, but find that the effects 
we have in mind can only be se- 
cured by working with the models 
and giving the photographer the 
signal to snap the pictures. New 
York is full of actors and profes- 
sional models who are serviceable 
for some purposes, but we fre- 
quently want to get miles away 
from ‘the profession’ in our effects, 
and have to be on the watch con- 
tinually for available people. Not 
every one is a good model, by any 





O house 1s complete unless it 
N has a weather-proof roof. No 

roof is so permanent as a tin 
roof—given the right tn. Formerly 
all roofing tin was “hand-dipped.” A 
sheet of blackplate was immersed in 
molten metal several times until it was 
thickly coated—and none of the tin 
coating was squeezed off. No tin is 
now made in this slow, costly way but 
“Taylor Old Style.” Other tins are 
dipped once, and part of that coating 
is Scraped off by rollers. The thick- 
ness of the coating and the way it is 
put on 1s what makes a roofing tin good. 


‘Tits end acher veck-groct wate ae tm the besll, A Guide to Cond Rents.” tree v0 alt 
he Soe ‘rests Aschitoem, builders, gad metal werkers will df Uhry will 


2 ah aS 
& G. TAYLOR COMPANY 


Established 1810 PHILADELPHIA 


Some models are employed as a 
trademark for a single firm, like the 
now famous ‘Phoebe Snow’ of the 
Lackawanna. The original of this 
character, Mrs. Marion Murray, 
was photographed by us for Mr. 
Colton, advertising manager of the 
Lackawanna, and we furnished the 
designs for two series of cards. 
The second series has just begun 
to appear. The original designs 
for these cards cost $125 each. The 
second series was worked up in oil 
from photographs. ‘Phoebe Snow 
has been put into the biograph, and 
is being shown in theaters. The 
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origirial model is employed by the 
Lackawanna, 


and is a familiar 











Vel. 2. 


MN. ® G. TAYLOR CO., Philadelphia 
TAYLOR-MADE TINTYPES 





The roof should be last—not least. 
wre 


Don’t abuse atin roof. Evena good roof will turn. 


Paint before the sun goes down is necessary to 
even the best tin roofs, and it certainly can do no 
harm to the worst ones. 

»eO 

Don’t let the rust get to your tin roof befare the 
paint brush does. A quart of prevention is worth 
about three barrels of cure. 


The house owner who is just beginning to wonder 
what the tinner is doing up there sometimes realizes 
afterwards that he was doing him op there, 


FIRST PAGE OF A HOUSE ORGAN, 





means. Forty-nine persons in fifty 
are self-conscious before the cam- 
era. This can often be remedied 
by photographing them several 
times, developing the pictures for 
them to see, when they learn to 
stop ‘posing.’ The children of 
stage people make excellent models, 
because they are seldom self-con- 
scious, being accustomed to the 
camera. We keep a large file of 
photos of models who have applied 
to us for work, and often succeed 
in finding just the persons we 
want in these files, when they are 

sent for and posed. 
“Copy for the magazines and 
newspapers is but one detail of our 
(Continued on page 6.) 
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Little Lessons in Publicity—Lesson 26, 


Fairy T ales 


do not interest advertisers; they want facts. The following 
facts should interest every intelligent, thoughtful user of 
newspaper space : 

. Fact I. } 


THE WASHINGTON STAR 


completely covers Washington, reaching ninety-two per cent of the white 
homes in the city. Any other advertising there is largely duplication, 


Fact II. 


THE BALTIMORE NEWS 


has. larger circulation in the city of Baltimore than any other newspaper 
Covers a field in the evening that three morning papers divide. | 


Fact III. 


THE INDIANAPOLIS NEWS 


has a larger paid home circulation than that of all other Indianapolis dailies 
combined and greater than that of any other daily or combination of dailies 
in Indiana, 

Fact IV. 


THE NEWARK NEWS 


‘covers Newark like a blanket,” as well as the surrounding wealthy resi- i) 
dential communities, with a circulation eight times greater than that of its 
only competitor. ‘The NEws has a Sunday edition. 


Fact V. 


THE MONTREAL STAR 


reaches ninety per cent of the English homes in Montreal. Its circulation is 
greater than that of all other English dailies published in Montreal combined. 
‘* Canada’s Greatest Newspaper.”’ 


Fact VI. 


THE MINNEAPOLIS JOURNAL 


reaches ninety per cent of the homes of the purchasing classes in Minneapolis. 
Its circulation is not distributed on the streets. THE JOURNAL goes home. 


ee 


FuRTHER Facts:’ Each of the above is a clean, high- 
grade home paper, carrying no objectionable medical adver- 
tising, and each is the “one paper” in a “one-paper city.” 





M. LEE STARKE, 
Tribune Building, 


few York. Manager General Advertising, oe 
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agency, however. We _ consider 
follow-up matter more important. 
Advertising in periodicals and 
streetcars, or on the boards, is the 
visible part of the campaign. Fol- 
low-up is the invisible part. Most 
of the bulk of an ocean liner is 
below the water line—all the boil- 
ers, engines and vitals. The vital 
part of an advertising campaign is 
often below the water line, too, 
otherwise the campaign is top- 
heavy. The value of visible ad- 
vertising everybody now: admits, 
the truth about it has been preach- 
ed so persistently, but not every 
business man knows the import- 
ance of this invisible advertising. 
I knew of a manufacturer who be- 
gan advertising, but quit because 
it brought him nothing but letters 
containing inquiries. He did not 
know they were the raw material 
of financial results. Advertising 
nowadays can hardly succeed with- 
out a follow-up system, but a good 
follow-up system will often suc- 
ceed without periodical advertis- 
ing. Indeed, many campaigns be- 
gin with the follow-up. Take the 
case of the N. & G. Taylor Com- 
pany, Philadelphia, manufacturers 
of roofing tin. This large company 
has been advertising in trade jour- 
nals like the Metal Worker since 
the sixties. Some time ago, after 
preparing a series of trade journal 
ads for them, we launched their 
little publication, the Arrow, to 
reach builders and architects. This 
goes out monthly, and tells about 
Taylor Old Style Roofing Tin in 
a bright way. The arrow is the 
firm’s trademark. The company 
has been making roofing tin for 
four generations, and has samples 
of their product that have been ex- 
posed on roofs continuously for 
fifty, sixty and even seventy years. 
The Arrow goes to 20,000 builders 
and architects on the tenth of each 
month, and is followed up two 
weeks later by folders and other 
literature. This system has been 
so successful that the company 
recently decided to enlarge the 
campaign with magazine advertis- 
ing. Their ads are now running 
in a number of mediums, setting 
forth the merits of the product to 
those who own homes. There are 
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13,000,000 homes in the United 
States, most of which were built 
by people who are living in them— 
all are necessarily interested. We 
reckon that the results of this cam- 
paign will not show an adequate 
return for the expenditure in less 
than three years. The company 
has faith, and is willing to make 
this investment. 

“Roofing tin is a staple product. 
Taylor tin has been tested nearly 
a century, and there is no guess- 
work about it. The manufacturers 
know just what it will do. We 





A Guide to 





BOOKLET COVER. ae 
develop new advertising among 
manufacturers, and have decided 
that the most satisfactory field lies 
among the staple commodities 
rather than the novelties. The man 
who has a novelty to market isn’t 
sure how it will stand the test of 
actual use by a large number of 
people. Drawbacks entirely un- 
foreseen may develop and kill the 
best advertising. There is a large 
element of risk in advertising the 
novelty. With such staples as cof- 
fee, flour, soap, writing paper and 
the like this element of risk is 
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avoided. For this reason the work 
of Mr. Balmer along the line of 
textile advertising is based on the 
soundest sense. We are after 
manufacturers of staples. In the 
yery perversity of things they are 
most difficult to convert to adver- 
tising, having a certain market al- 
ready and being less open to new 
methods than the manufacturer of 
novelties. In the March number 
of McClure’s Magazine we printed 
a page talk about advertising, ad- 
dressed exclusively to manufac- 
turers, and shall continue this ad 
from month to month. We believe 
that enough manufacturers read 
such a magazine to make such ad- 
vertising profitable, particularly if 
it is extended over a considerable 
period. The first ad brought two 
desirable replies. This advertising 
is to be educational in one sense of 
that rather patronizing word, but 
we believe that jts chief value will 
be its work in bringing to action 
many manufacturers who are on 
the point of advertising. The gen- 


OW many tins use 
Teea palm oil, and 

what difference 
does it make? We will 
gladly put our time 
against yours to explain 
what “‘hand-dipped” and 
“real palm oil’? do to 
make ‘*Taylor Old 
Style” roofing tin the 
best. 


N. & G. TAYLOR COMPANY 
ESTABLISHED 3870 


Philadeiphis 








eral interest in advertising shows 
that hundreds, yes thousands, of 
merchants and manufacturers are 
ready to advertise. 

“The advertising of staples 
turns, of course, on superior quali- 
ty and the exploitation of a dis- 
tinctive trademark. In a few years 
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such a trademark as the arrow of 
the N. & G. Taylor Company can 
be made an immense asset. There 
are hidden seams of yellow gold 
lying ready for the manufacturer 
who is first to put his trademark 
on a superior staple and advertise 
that trademark. For, you see, the 





The Harmonist. 
Four kinds of piano 

players are found 

in The Harmonist 

—four different variations 

are given, which give The 

Harmonist a wider range of 
usefulness as well as greater pos- 
sibilities than any other piano 
player made. 

The Harmonist Blue Book tells all 
about the four kinds. Every 
papemre buyer should for 

ROTH & ENGELHARDT 
Proprietors Peerless Piano Player Co. 


‘Windsor 
Fifth Avenue 


Piano Player 


FIFTY-SIX LINE AD FOR LADIES’ HOMB 
JOURNAL. 

first man is the originator, and will 
always be regarded as such by the 
public as long as he keeps in sight. 
Those who come after him will be 
imitators. Nearly every staple is 
waiting for its- trademark to-day, 
and that’s why it is an age of op- 
portunities. Ten years from now 
it will be difficult to find a staple 
that isn’t advertised under a trade- 
mark. The enterprising manufac- 
turer won’t find it so easy to pop- 
ularize a trademark then. To-day 
he has wonderful opportunities to 
get in on the ground floor. 

“We have four clients in Eng- 
land for whom we prepare copy 
and follow-up systems. I am going 
abroad this summer to see several 
others who have become interested 
in our work. Besides the firms I 
have mentioned we work and place 
for the Regina Music Box Co, 
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the Roth & Engelhardt Harmonist 
Piano Player, Consolidated Rub- 
ber Tire Co., all in New York; the 
Electric Vehicle Co., Hartford, 
and the George N. Pierce Motor 
Cars, Buffalo. An effective trade- 
mark for. the Kelly Springfield 
Tire is a section of the tire cut 
crosswise to show the quality of 
rubber used. These sections look 
somewhat like pieces of chipped 
beef, but they show quality, and 
to the man who doesn’t know 
quality they are an object of in- 
terest. 5 
“Much of the value of advertis- 
ing depends on good printing 
plates. Magazine publishers are 
doing an excellent work for adver- 
tisers in urging them to send an 
original half-tone to each publica- 
tion instead of the electrotype now 
commonly used. We pay great 
attention to the production of 
plates that print, and as a specimen 
of our results in that line refer to 
the original Sunny Jim jingles sent 
out for ‘Force.’ These jingles went 
to 12,500 newspapers throughout 
the country, and looked well in the 
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most indifferently printed. ones, 
They were not only etched deeply 
for swift presses and cheap paper 
but were designed to print under 
the least favorable conditions, hay- 
ing no places that could possibly 
fill up. This may sound like an 
old story, but a look through the 
magazines will reveal more indif- 
ferent plates than good ones, and 
more that are downright bad than 
indifferent. So it must be new to 
many advertisers.” 
Jas. H. Cotins, 








+o 
MAKE IT STRONG. 


There is just as much character in 
advertising as in personality. 

Its evidence or absence sticks out~ 
you cannot hide it. 

Indifferently - prepared advertising, 
with no set purpose; negative; half- 
apologetic, is held in low esteem by the 
purchasing public nowadays. 

The right kind of stuff turns indiffer- 
ence and prejudice into actual sales. 

If your story is worth telling at all, 
tell it right.—-Edmund Bartlett, New 
York. 

—_—__+o+—__—__ 

THE man who contracts “the smile 
that won’t come off’? ought to have his 
face overhauled by a good dermatologist. 
—-Jed Scarboro. 
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DEPARTMENT FOR MANUFACTURERS 
AND WHOLESALERS 
By Edmund Bartlett, 150 Nassau St., New York. 





A great many reasons have been 
assigned for the dullness of the 
average trade-paper advertising. 

Some people attribute it to care- 
lessness and indifference, others to 
rank stupidity. 

Sometimes this may be the case 
and again it may not be. 

All of us are more or less dis- 
posed to jump in and criticise ad- 
vertisiiig which seems dull and 
commonplace and of which we 
know little or nothing from an in- 
side point of view—whereas we 
might not be so critical if we un- 
derstood the true situation. 

To an outsider who scans the 
pages of the average trade paper 
and sees column after column of 
commonplace announcements, it 
does seem as if such advertising 
could hardly be profitable. 

“It is true that the advertiser is 
keeping his name before the trade,” 
says the outside man, “but what 
good can all this advertising ac- 
complish when it does little more 
than give the advertiser’s name, 
address and line of business? 
Why cannot machinery, engines, 
boilers and such things be adver- 
tised in a good live way like a food 
product, for instance ?” 

* * * 


It is unquestionably true that a 
great deal of trade-paper advertis- 
ing could be given snap and life; 
but there are certain features in- 
herent in much of it which preclude 
any semblance of “cleverness” or 
“catchiness.” 

When a man wants a. steam en- 
gine or boiler he doesn’t sit down 
and order one by mail. 

He looks up the various manu- 
facturers, makes known his inten- 
tion to them and in .an incredibly 
short space of time is besieged by 
their representatives. 

As a matter of fact, these men 
usually get the “tip” and are after 





the “prospect” long before he 
thinks of looking them up. 

What these men cannot tell the 
buyer about their “goods” isn’t 
worth telling, and there is the 
liveliest time imaginable while the 
deal is going on and until some- 
body finally gets the contract. 

You might use pages of “catchy” 
ads in the trade journals, but they 


wouldn’t appeal half so strongly, 


to the practical man as a good cut 
of the boiler or engine and a tech- 
nical outline of its good features— 
all prominently displayed. 

Such advertising must therefore 
serve largely as a directory. 

The main thing is to use space 
regularly, so that when a man 
wants something in your line you 
will be one of the dozen or more 
people he will look up. 

* * * 


If you start to fill trade-paper 
space with an interesting story 
about a manufactured product, 
point out its superior features, and 
tell exactly the reason for these 
things, you will in many cases be 
met with the objection that you 
are giving away “secrets of the 
business.” 

No, I do not mean to say, that 
you need to tell any actual secrets 
—because that is always inexcus- 
able in any advertising; but many 
trade-paper advertisers are likely 
to waver when they see the claims 
which they make day in and day 
out by word of mouth printed in 
cold type. 

* * * 


On one occasion an advertising 
man was called upon to exploit a 
certain product. 

There were a number of com- 
peting articles, made after various 
formulae. 

No manufacturer knew exactly 
what his competitor’s formulae 
were, and the people who bought 
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the goods rarely used them alike. 
One buyer might use the goods 
in a certain manner, while the man 
across the street might use them 
in a totally different way. 

In the advertising of this con- 
cern the practice had been to claim 
the quality of “best” and to dilate 
upon the “prestige of the house,” 
its “enormous output,” ete. 

Not a word was said as to how 
the goods ought to be used under 
various conditions to secure given 
results. 

The advertising was done simply 
to familiarize buyers with the name 
of the house; then it was up to the 
salesmen to get around and find 
,out what class of goods individual 
buyers used, and pick out from the 
line the kind best suited to their 
needs. 

It struck the advertising man 
that if the salesmen were success- 
ful in working along these lines, 
the advertising ought to do a great 
deal more than simply tell buyers 
about the name and standing of 
the house. 

He figured out that if the entire 
list of goods was enumerated, the 
various uses explained and reasons 
given why buyers could secure par- 
ticularly good results, all this 
ought to lead to requests for 
samples of specific grades. 

Then he further figured that if 
the right samples were sent a great 
many more goods would be sold 
on direct mail orders. 

His first move was to get hold 
of the superintendent of the fac- 
tory—a thoroughly practical man 
who understood the goods from 
A to Z. 

“Now, see here,” said the adver- 
tising man, “you have a dozen 
brands of this article, each one to 
be used in a certain way to obtain 
certain results. I want you to take 
up these brands one by one and ex- 
plain to me how they shall be 
used, and talk to me exactly as you 
would to the man to whom you 
wish to sell them.” 

Then they dug out the practical 
points, and built up the best ad- 
vertising story imaginable. 

The salesmen had to go into all 
of these particulars to sell the 
goods, but when it was proposed 
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to put these facts into the adver. 
tising, the objection was made that 
it would be “giving away secrets of 
the business.” 

And in deference to the wishes 
of the proprietor, the advertising 
man was reluctantly compelled to 
“cut out” some of the best talk and 
substitute something of a more 
general nature. 

Despite this the matter was not 
entirely “killed.” Some of the es- 
sential features were retained and 
embodied in a mail series and in 
the trade-paper advertising. 

As anticipated, a goodly per- 
centage of people wrote: “Yes, we 
are looking for those very goods, 
Send us samples of such and such 
brands, at such and such prices and 
for such and such purposes.” 

In this way the advertising was 
raised from a purely conventional 
basis to a positive selling force— 
but only because the goods were 
readily susceptible to such meth- 
ods. 

* * * 


There is a vast difference be- ° 


tween telling exactly why your 
goods are superior and giving some 
inside information which compe- 
titors can use to your disadvan- 
tage. 

There was once a man who al- 
most spoiled a good business by in- 
judicious trade-paper advertising. 

Instead of sticking to his last 
and talking about the quality of 
his goods, he boasted about the 
phenomenal growth of his_ busi- 
ness and disclosed valuable infor- 
mation relating to special processes 
of manufacture. 

In fact, he informed “the trade” 
—and incidentally his competitors 
—almost as fully about the opera- 
tions of his business as if he had 
showed them his books and con- 
ducted them through his factory 
and explained every secret process 
of manufacture. 

Of course, no man in his sane 
state of mind would do this; but 
the trouble with this man was that 
he considered good advertising 
necessarily meant an attack on 
competitors. And it is always in 
such attacks that the fool part of 
a man asserts itself. 

As a result, he simply spurred 
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of competition by disclosing pos- 
sibilities in his business which 
younger and smaller competitors 
were not aware of. 

“My,” they said, “if this is such 
a good thing we will bestir our- 
selves!”"—which they forthwith 
proceeded to do in the shape of cut 
prices, secret rebates and the like, 
until one day this man awoke to 
the fact that the opposition had se- 
cured a large slice of his business, 
all because he had told them how 
to do it. 

k * x 

Tell buyers everything necessary 
to convince them that your goods 
are what they want. Tell nothing 
that competitors can use'to your 
undoing. 


COUNTRY. BILLPOSTER’S SHIP 
COMING IN. 





The billposter in small towns and vil- 
lages is to have his season of prosperity 
if present indications signify anything. 
Many billposters in towns of from one 
to five thousand population equipped 
themselves with very good plants, stu- 
died the art of rendering service similar 
to that of their brothers in the larger 
places, but ther ambitions were blasted 
by receiving only an occasional small 
contract out of the many that they knew 
were posting extensively in the larger 
places. Solicitors have been accused of 
partiality in favoring the cities, but it 
was not their fault. Advertisers select- 
ed the list of places to be posted, and 
seemed to think that o ly the cities or 
large towns where they were represent- 
ed by the wholesale houses needed ad- 
vertising. The conditions are changing. 
A few large firms have tested the use 
of posters as well as distributing in the 
small towns, villages and even on coun- 
try routes. The results have been 
eminently satisfactory: so much so that 
now these firms are secking publicity 
on billboards in every locality where 
their goods can find a customer. Among 
those who are seeking sirall towns for 
poster display, Montgomery, Ward & 
Co., of Chicago, and Wrigley & Sons 
and the N. K. Fairbanks Co., of the 
same city, are especially active. The 
time has arrived for posters to invade 
the country towns. Towns of one thovu- 
sand population an even less are being 
included in the estimaces of advertisers, 
and billposters in all those towns should 
Prepare to welcome these patrons with 
such excellent service that the country 
will not be overlooked in the future.— 
The Billboard. 





+o 

The advertising man who isn’t bigger 
than his job isn’t big enough to fill it. 
He ought to know something about every 
phase of the business he is interested in 
and everything that can be found out 
about advertising it, 
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1903 A RECORD YEAR 


FOR THE 


Chicago Record-Herald 


ewig | Chicago morning news- 
papers the advertising published in 
1903 as compared with 1902 shows 

HE RECORD-HERALD gained 706 
columns 71 lines. The Tribune lost 
860 columns 212 lines. The Examiner 
and Sunday American lost 2,707 col- 
umns 99 lines. 

This, notwithstanding THE REc- 
ORD-HERALD refused to publish many 
advertisements accepted by other 
papers, and all the rates of THE REC- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903 ; Sunday, 191,317; 
Daily, 154,218. 

The largest two-cent circulation in 


the United States, morning or even- 
ing. 











—_——~—or———— 
DON’T THRESH OLD STRAW. 


It is a notable fact that bought names 
do not furnish anything like the returns 
brought by names obtained from adver- 
tising, though the advertiser may use 
recent letters in reply to almost the 
same kind of proposition. No matter 
how closely the class of custom may 
correspond to his own, there is a vast 
difference between the returns he gets 
by direct advertising and those from 
lists of names. The response to cir- 
culars that come unasked is nothing in 
comparison to that coming where the 
customer has written an inquiry. This 
is something nearly every advertiser has 
to learn by experience.—Advertisers’ 


Guide. 
onc ab amie 

THE article sold must possess an in- 
terest to the buyer apart from the price. 
The man who uses price as the only ar- 
gument to sell goods concedes not only 
the mediocrity of his wares, but his own 
inability to devise a greater usefulness 
for what he has to sell.—Mahin’s Maga- 


zine. 
Fe ELON 


2 CERIO 
LINCOLN FREIE PRESSE 


Lincoin, Nes. 
(German Weexty ) 


Actual Average 

Circulation | 45 448 
Our biggest circulation is in the States of 
Jowa, Wisconsin, Minnesota, Nebraska. 


Illinois, etc., in the order named. All sub- 
scriptions paid in advance. Flat rate, 35c. 
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A SUCCESSFUL METHOD OF 
PREVENTING CUT RATES. 


Many plans to prevent rate-cut- 
ting of advertised proprietary med- 
icines have been tried, but with 
indifferent success.. One of the 
most promising was known as the 
“serial number and contract” plan. 
Retail druggists are required by 
the maker of the medicine to sign 
an agreement that the full price 
will be maintained. If this con- 
tract is not entered into the drug- 
gist can get no supplies of the 
medicine through his jobber. Each 
package of medicine sent out has 
a number, sometimes jin invisible 
ink, and when a package has been 
bought at cut rates in a department 
store or elsewhere the number 
shows what jobber sold it. This 
plan has been tried by several large 
proprietary advertisers and aban- 
doned. A year ago, however, the 
Dr. Miles Medical Co., Elkhart, 
Ind., put it into operation despite 
predictions of failure, and has 
made it successful. The chief dif- 
ficulty with such plans is that the 
rate-cutting druggist and the de- 
partment store manage somehow 
to get supplies of the remedy, con- 
tract or no contract. The Miles 
people say that they have stopped 
the rate-cutters’ supplies of their 
remedies to such an extent that 
they are now sold at full prices in 
ninety-eight per cent of the towns 
in the United States, and in the re- 
mainder there is only a light cut 
in price. In a booklet giving re- 
sults of the year’s work to main- 
tain prices it is stated that the 
plan met with opposition from job- 
bers at first because it caused extra 
bookkeeping and detail. This ob- 
jection was met with a decrease in 
price of the Miles remedies suffi- 
cient to cover the extra expense. 
Contracts with retail druggists 
were made direct, not with drug- 
gists’ associations. This gave a 
man-to-man relation that proved 
very satisfactory and effective. The 
mainstay of the cut-rate druggist 
has always been the newspaper. 
He is an advertiser. In every con- 
tract for advertising entered into 
by the Dr. Miles Medical Co. it 
has been stipulated that the news- 








paper accepting the business shall 
not accept an advertisement from 
any one in which the Miles reme- 
dies are advertised below the re- 
gular price. More than 12009 
newspapers have signed this con- 
tract, it is stated, and the justice 
of the stipulation is admitted by 
Charles H. Taylor, Jr., publisher 
of the Boston Globe and president 
of the American Newspaper Pub- 
lishers’ Association. In — some 
cases rate-cutters have bought the 
Miles remedies at the full price in 
drug stores through subterfuges, 
selling them in their own stores at 
a cut price. One or two depart- 
ment stores succeeded in getting 
goods by .fraudulent means. A 
few retailers violated the agree- 
ment after obtaining the remedies 
under its provisions. Several cut- 
rate dealers who had not signed 
the agreement obtained goods and 
cut the packages to destroy the 
serial numbers, thus hiding the 
identity of those through whom 
the goods were obtained. In all 
these cases suit was brought im- 


mediately by the Dr. Miles Medi-* 


cal Co., and damages collected. 
The success of the plan has de- 
pended largely upon this vigorous 
prosecution, which is costly, but 
effective. To-day it is said that 
the Miles medicines are sold at 
cut rates in only two per cent of 
the towns with over 10,000 popula- 
tion, and during the year 1903 
sales have shown the largest in- 
crease in the history of the com- 
pany. Cut prices do not increase 
the sales of a remedy, it is found, 
but simply depreciate it in the 
eyes of the public. In dealing with 
rate cutters the company has en- 
deavored to be fair and even good- 
natured, and has accomplished as 
much by this means as by legal 
proceedings. All druggists handling 
the remedies under the agreement 
are required to stamp each pack- 
age with name and address, and 
the contract also prohibits all 
trading stamps 
schemes. 


+> 

The best way to boost your competi- 

tor ts to run him down whenever a cus 

tomer refers to him. Every time you 

“knock” your rival you weaken public 
confidence in your own business. 





and _ similar: 
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WITH ENGLISH ADVER- 
TISERS. 


By T. Russeil. 


Probably the most interesting 
piece of advertising news from this 
side since I last wrote is the deci- 
sion on the appeal of the Fels- 
Naptha Company, the concern 
whose advertising in this country 
is being run by Mr. Powers, which 
was sued in respect to an anti- 
cutting agreement. The case, 
which came up before the Court of 
King’s Bench by way of an appeal 
by the Fels-Naptha people from a 
decision of a county court judge, 
is not only important, but instruc- 
tive. 

x x * 

In order that it may be under- 
stood by readers of PRINTERS’ INK, 
I must explain that Fels-Naptha 
soap is marketed under an ar- 
rangement that the advertisers of 
it shall prevent its being sold at 
less than the marked price of two- 
pence halfpenny, or five cents, a 
bar. That is to say, the employers 
of Mr. Powers undertake that they 
will cut off the supplies of any re- 
tailer who sells below that price. 
You would think that the cheaper 
it was sold, the better; but that is 
not the opinion of its proprietors, 
who think that the good will of 
the grocers whom they protect 
against competition is worth more 
than any saving to the public. The 
price being so small, there is more 
than the usual amount of justifica- 
tion for this view, though here as 
everywhere I contend that what 
sells goods is not the friendship 
of retailers, but the effectiveness 
of advertising, and the Fels- 
Naptha advertising, though I have 
made no secret of my disapproval 
of some of it, is, all round, good. 
The company certainly goes the 
whole way in its effort to secure 
retail support, and there lies before 
me a very seemly little book, bound 
in cloth, and designed to assist 
grocers in talking about it to their 
patrons. What amount of talk 
they are likely to put out for the 
profit on a five-cent line I will not 
ere try to conjecture; but if a 
thing is done at all, ic is all right 

to do it thoroughly, 
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However, even so, the operations 
of the Fels-Naptha Company 
were not thought sufficient by some 
of the trade, and trouble arose in 
this way. There exists in this 
country a very widespread organi- 
zation of co-operative societies. In 
every town, and in a good many 
villages, there exist stores run on 
the co-operative principle. Com- 
modities are sold in them at pretty 
much the ordinary retail prices, 
and they will sell to any one who 
comes. But each of these stores is 
owned by a society of local con- 
sumers, and the latter, when they 
make their purchases (which must 
always be made for spot cash) are 
entitled to have the amounts en- 
tered in a book, and at stated in- 
tervals the ascertained net profits 
of the store are divided among the 
members of the society in the pro- 
portion of their purchases. 

* * * 


Now, Fels-Naptha soap had been 
sold at a number of these co-opera- 
tive retail stores, at the marked 
price, as per agreement, of five 
cents a bar; but some one went to 
work and sued the Fels-Naptha 
Company for breach of the anti- 
cutting agreement, on the ground 
that the practice whereby the so- 
c‘eties divided up among their 
members the profits made amount- 
ed to a sale of Fels-Naptha at a 
less price than five cents. The ver- 
dict of the county court was 
against the Fels-Naptha Company, 
and on the latter appealing to the 
King’s Bench Court, the original 
decision was upheld, so that the 
Fels-Naptha Company, unless able 
to devise some way out of the 
dilemma (and I don’t see how they 
are going to), will have to sacrifice 
the large business probably done 
hitherto with co-operative so- 
cieties. 

* * 

This is a fresh example of the 
inconveniences attending the prac- 
tice of entering into agreements in 
restraint of trade, by way of pre- 
venting cut rates being taken. It 
is no doubt very disagreeable to 
retailers of advertised goods to 
find their profits reduced to a mini- 
mum by excessive competition in 
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their own class. But. that, as it 
seems to me, though it may be a 
proper subject for action on the 
part of the class affected, is no 
concern of the advertiser. The 
cheaper goods are sold, the more 
of them will be sold, and I really 
do not see why advertisers should 
get in their own light by trying to 
stave off cutting, even if this could 
be easily and conveniently done. 
But seeing the grave difficulties 
which the endeavor presents, and 
the expensive legal proceedings 
which it is (as we have just seen) 
capable of engendering, the ad- 
vantages of leaving trade free and 
unhampered, and allowing the dis- 
gruntled section of the retailers 
(who are always the worst sub- 
stitutors, no matter what is done 
for them) to settle their own 
troubles, appear to me overwhelm- 
ing. When the practice of substi- 
tution has disappeared, there mav 
be some ground for advertisers ex- 
tending a helping hand to the re- 
tailers in the mess the latter have 
got themselves into; but so long 
as substitution is rampant, and is 
openly advised and recommended 
by the professional organs of many 
trades, advertisers will be well ad- 
vised to sit tight and concentrate 
their efforts on good advertising, 
which will sell goods always, 
whether the smaller retailers like 
it or not. The big store keepers 
are daily getting stronger; and 
these are the cutters, whose good 
will is alienated by efforts to pro- 
tect the small store keepers. 

+ . + 


A new optical device which has 
just been placed on the London 
market strikes me as having adver- 
tising capabilities; and I make this 
observation without in the least 
réveding from the opinion that 
newspapers are the essential main- 
stay of all advertising, and can 
only be supplemented by other de- 
vices, however ingenious. This 
particular ingenuity consists of 
pictures and views printed in half- 
tone and presenting at a first glance 
a very blurred appearance. On 
closer scrutiny it is found that each 
picture is printed twice. in two 
colors, red and green, and a little 
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out of register. In point of fact 
what has happened is that a pair 
of stereoscopic views have been 
printed, one over the other. With 
each book of pictures there goes a 
pair of transparent gelatin eye. 
pieces fixed in a card, and when 
the pictures are looked at by means 
of this contraption, which has one 
green eye and one red one, they 
are seen stereoscopically—namely, 
as if they were solid instead of 
flat, exactly like the familiar stere- 
oscopic photographs of commerce, 
What most attracted my attention 
in a book of London views was 
the fact that an omnibus was 
shown, bearing one of the Carter’s 
Little Liver Pill advertisements 
which these effete vehicles carry, 
But this was an accident. The way 
in which the invention could be 
utilized for advertising purposes 
would be to print showcards for 
store windows in this way, setting 
them back a little from the front, 
and affixing the eyepiece to the 
glass. A picture shop near me has 
some of the books on show in this 
way, and the effect is splendid. | 
notice that I can never pass that 
store without perceiving a string 
of people waiting to take their turn 
at the eyepiece; and if there were 
an advertisement to be looked at, 
I should say that it would receive 
a good deal of useful attention. 
The invention js called “The Plas- 
tograph,” and the quaint language 
of the directions for use accom- 
panying it indicates its origin in 


Germany. 

* * * 
A correspondent sends me a 
couple of amusing advertising 


pamphlets gotten out by A. R 
Turner, 23 Briggate, Leeds. Mr. 
Turner is an jronmonger, and these 
books are his catalogues. They 
are printed throughout from zinc 
plates, etched from pen-print let- 
tering, with very rough sketches. 
But the sketches are alive, and 
they are funny. The wording 1s 
smartly written and witty. It 18 
all straight colloquial stuff—just 
what a humorous and intelligent 
ironmonger might talk to his cus- 
tomers over the counter. So far 
as I know, Mr. Turner is noté 
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disciple of the Little Schoolmaster ; 
but he deserves to be, and perhaps 
I am wrong in thinking he isn’t. 
He is certainly a good advertiser, 
and if his shop is as good as his 
copy he ought to be a successful 
man. 
* * * 

I am not often in love at first 
sight with a factitious trademark 
name, but I saw one the other day 
in a London advertisement which 
ought to be good business for its 
inventor. The word was “Plato” 
for a silver polish. The general 
public attaches an undue import- 
ance to the lucrativeness of clever 
trade names, but there are some 
which have made the fortunes of 
advertisers, and this may be one. 
A good name, well advertised, i 
worth gold; but it is the adver- 
tising which is the essential point. 

* ok * 


The Daily News and the Daily 
Chronicle, of London, two of the 
old- established penny (i. e, two- 
cent) dailies, are now published 
at a halfpenny, without change of 
size. Neither has had _ first-class 
importance as an advertising medi- 
um of late years, both having been 
outclassed by the younger and 
livelier dailies; but their reduction 
in price will make them formidable 
to a portion of the circulations of 
the existing halfpenny papers, all 
of which are much smaller than 
either the News or the Chronicle. 


++ 
THE TIMES AND THE MAN. 


Conditions to-day call for a man with 
an analytical cast of mind, one capable 
of making an especial study of your 
business, and one who is at the same 
time broad enough in general experience 
to be able to scan the whole horizon and 
see your relation to it. One who has 
been brought up with his nose to the 
grindstone will not fill the bill—one 
che is merely original cannot hope to 
carry conviction. What is the use of 
attracting attention if you cannot hold 
it?—William Patten, New York. 
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TEACHING THE LOCAL 
TO ADVERTISE. 


The local banks are as a rule hard 
nuts to crack from an advertising stand- 
point. Save in exceptional cases about 
all that the local paper can obtain is 
the publication of the quarterly state- 
ment. In every city there are hundreds 
of people who would carry a small check 
account in a bank, were it not for the 
fact that ther believe banks require a 
very large permanent balance and also 
because they understand little or 
nothing out opening an account and 
caring for it. A suggestion that would 
result in a considerable amount of 
special business and not a little per- 
manent advertising would be to have a 
reporter visit the various banks and 
obtain information as to the balance 
(minimum) required. Then prepare a 
concise, easily understood article on 
how to open an account, how to make 
deposits, endorse and draw checks, care 
for the check book, ete. A good solici- 
tor with a copy of this story can land 
a lot of business for the issue that it is 
to appear in, and, if he is a good man, 
o will land some orders.—Newspaper- 
dom. 


—__ ++ 
JOHN BULL LIKES YANKEE UN 
ADULTERATED. 

The people of London show an extra- 
ordinary partiality for distinctively Am 
erican shops and distinctively American 
goods. On the Strand it is no unusual 
sight to see the American flag displayed 
in shop windows in order to attract 
custom. Were the British flag to be 
displayed in a shop window in New 
York or Boston the chances are that it 
would drive trade away instead of draw: 
ing it; but the people of the English 
metropolis not only do not resent the 
foreign invasion, but apeecaity they 

welcome it.—New York Globe. 
or ->-- 


[RIDANS 


There was.a young lady named Kate, 
At dinner she once over ate; 

They said, ‘‘ Put her to bed;” 

** Give me ‘ Ripans ’ instead,” 

Said this clever young lady named Kat 


BANKS 





» . * * 


If indigestion troubles you 

So much you don’t know what to do, 
Just take a “ Ripans Tabule,” 

And take it P.D.Q 
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WE desire to get in communication with a few of the 
finest and most artistic job and catalogue com- 
positors in the United States with a view to permanent 
Must be “ Typographical Architects” 

the best of references as tu character and ability. 
THE BARTA PRESS, 28 Oliver St., Boston, Mass. 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 








{=> Printers’ Ink has always held that newspapers which 
carry the largest number of want advertisements are closest 
to the hearts of the people, and are for that reason not only 
prosperous, but of a distinct profitableness to an advertiser, 


{==> Publications entitled to be listed under this heading 
are charged 10 cents a line a week. Six words make a line, 





ARKANSAS. 
TP. HE Arkansas GAZETTE, Little Rock, estab- 
lished 1819. Arkansas’ leading and most 
widely circulated newspaper. Average, 1903, 


8,211 — 8. 

The GAZETTE carries more Want ads than all 
other Arkansas papers combined. Rates, Ic. a 
word. Minimum rate, 20c. 





CALIFORNIA. 
T= TIMEs prints more “Want” and otherclas- 


newspapers in I.os Angeles combined. ‘ 
medium for the exchange of commercial intelli- 
gence throughout the whole Southwest. 

Rate—ONE CENT A WORD FOR EACH INSERTION ; 
minimum charge 25 cents. Sworn daily average 
ror year 1998, 36.656 copies, Sunday circulation 
regularly exceeds 51,000 copies. 


COLORADO. 
fNHE Denver Post, Sunday edition, February 
21, contained 3,097 Want ads, a totel of 
164 9-10th columns. The Post is the big Want me- 
dium of the Rocky Mountain region. The rate 
for Want advertising in the Post is five cents 
per line each insertion, seven words to the line. 


DISTRICT OF COLUMBIA. 
'NHE Washington, D.C., EVENING STAR (OO) 
r carries Doone the number of Want Abs of 
any other paper in Washington @nd more than 
all of the other papers combined. 

MAKE COMPARISON ANY DAY. 


GEORGIA. 


5 ing Atlanta JouRNAL carries three times as 
many Wants as its chief competitor. 


ILLINOIS. 


flips Chicago DaILy N*ws isthe city’s “Want 

ad” directory. It published during the year 
1903 10,781 columns of “classified” advertising, 
consisting of 634,626 individual advertisements. 
Of these 205,556 were transmitted to the DaILy 
News office by telephone. No free Want ads are 
published. The Darty News rigidly excludes all 
objectionable advertisements. “Nearly every- 
body who reads the English language in, around 
or ut Chicago reads the DalLy NEWS,” says 
the Post Office Review. 


INDIANA. 
HE Indianapolis NEws in 1903 printed 125,894 
more cl peed sdives is ts than all 


other dailies of K ¢c and 
tal of 264,123 separate and distinct 











printed a to 
paid Want advertisements. 
HE Star League nowspagere, Indianapolis 
Stak, Muncie Stak and Terre Haute STR, 


are the leading Sunday “want ad” mediums in 
the State of Indiana. 

The combined circulation of these dailies is 
guaranteed to be over 130000 daily. Classified 
rate, one cent a word per insertion in any one pa- 
per, or two cents per word for all three papers. 
All copy should be mailed to STAR LEAGUE, 
Classified Advertising Department, Indiuwnapolis, 


KENTUCKY. 
‘HE Cwensboro PalLy INQUIRER carries 
Ay Want ads every ver than any other Ovens. 
oro newspaper carries in any month. EF; 
words one week, 25c. . — 


MARYLAND. 
‘7, HE Baltimore News carries more W 
than any other Baltimore daily. It's ms 
recognized Want Ad medium ot Baltimore. 


MASSACHUSETTS, 


cae Brockton (Mass.) DAILY ENTERPRISE 
carries more than a solid page of “Want” 
ads—30 words 5 days, 25c. Copy mailed free, 


m MINNESOTA, 
la Minneapolis JOURNAL carries m 
r Want ads t any other daily paper in the 


Northwest. In 1903 the JouRNAL’s Wants exceed- 
ed any other Miuneapolis daily by 55 per ag 


MISSOURI. 
HE Joplin Guose is the leading daily i: 
T Missouri-Kansas Lead and Zine Min + 
trict. Circulation over 11,000. A page of Want 
ads. Send for sample copy. 


Te Kansas City Times (morning), The Kansas 
City StaR (evening) carry ali of Kansas 
City’s *“Wants.”” The Kansas City SUNDAY STAR 
rints oe Se pages t# paid Wants every 
Sunday, e reason— use everybody in 
Kansas City reads the Timgs and the San. 


NEBRASKA, 
4 be Lincoln DaILy Stak, the best ‘‘Want Ad” 
me jium at Nebraska’s capital, Guaranteed 
circulation exceeds 12,000 daily. Rates, 1 cent 
r word. Special Saturday rate, 15 words only, 
times, 15 cents, cash. DaILV StTaR, Lincoln, Neb. 


NEW YORK. 
HE TIMES, OF ALBANY, New York. Betterme 
dium for wants and other classified natter 
ep ——- paper f Lg guaran 
a circulation greater than al! other dai 
in that city. - pati. 


penser INK, published weekly. Therec- 
ognized and leading Wantad medium for 
want ad mediums, mail order articles, aavertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices. adwriting, half- 
tone making, and practically anything which 
interests and ap) is to advertisers and busi- 
ness men. Classified advertisements, ten cents 
a line per issue flat ; six words toa line. Sample 
copies, ten cents. 


T* New York City the Staats ZeITUNG (@@) 
isthe leading German daily, carrying 

largest amount of Want advertisements, It 
reaches the great masses of intelligent Germans 
in and around the great American metropolis. 


[HE Dayton, O., AERALD has the callfor classl- 
fied it’s the 


advertisements in Dayton. 
home paper and gives results, 











St 


ly 


r, 


ds 
he 


SE 
iu” 


oS ee een rf 





HE Toledo DaILy BLADE is the 
T “Want” ayotium © sf Northwestern O) 

cepting one Cincinnati publication, it On Stishse 
more “want” advertisements than any other 
newspaper in Ohio. 


PENNSYLVANIA. 
HE Chester, Pa., Times carries from two to 
five times more classified ads than any 
other paper. 
Tia Philadelphia 1iRconD RECORD is the reliabie Want 


vania. mad ed ”—every 
classified advertisement it “pubife es is paid for 
by the advertiser and re; —— ed nuine want. 
In 103 THE RECORD —— Y 600,000 lines 
of classified eal of 04 Leite ‘than in ino, and 
this average ines per mon 

be greatly exceeded in 


HILADELPHIA ea Sem 
If you have not received the Fi pam. 
from your Want advertising in Philadel -y phia, 
try the BULLETIN. BULLETIN Want A spay. 
because in aendeignte, Nearly Every 7 
Reads the Bu ¢ BULLETIN has 


into more Philadelphia homes than ~ a 
medium will not print yh its 
classified columns ents t 


that carry stamp or coin clauses; nor those 
that do not offer legitimate employment. 


RHODE ISLAND. 
GLANCE at tae “‘Want” of the Provi- 
Ly 4 7 1, DarLy News will convince 
t stands 8 second to none in Prov: 
lence as “4 ! Want’ medium, We make ea 
jialty of this aie. One cent a word first 
ie, 6 cent subsequent insertions. 


VIRGINIA. 


HE News Ty _~ ore? | afternoon 
except Sunday, Ric nd, 
sentation by lone’G odds (27, 414 aver. “i year) and 
recognised want advertisement medium in 
Virginia Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as Jess than 25 words; no display. 


CANADA. 
Ne Montreal DaILy Stak carries more Want 
advertisements ee . other a 
dailies —— The MILY HERALD 
WEEKLY STAR carries more wv ant advertisements 
than any role weekly kly paper in 


THE EvENric TELEGRAM, T Semone, Ont., makes 
Toronto “a one-pa| Completely 

covers a territory einer “29, 26 popula- 

tion. Three to seven : 

equal to the five other dailies combined. The 

people’s paper. $1,199 daily aver. circulation 1903. 


THE Winnipeg FREE PRESS carries more 
‘Want”’ phon eaganee than other 
daily paper in Canada and more advertisements 
of this nature than are contained in all tees other 
daily papers published in the Canadian North- 
— hy Moreover, the FREE car 
ner volume of general advertising 

than'a any other daily paper in the Dominion. 








HAVE YOUR OWN TYPE, SAYS 
THE TYPE FOUNDER. 


The successful advertiser knows that 
by having his advertisements set in type 
different from all other faces used in the 
same publication he adds 50 per cent to 
their drawing power. Such houses as 
Marshall, Field & Co. and John Wana- 
maker follow this plan, and the adver- 
tising departments of these two houses 
are in the hands of the best experts 
money can employ.—Practical Printer, 
Inland Type Foundry, St. Louis, 








PRINTERS’ INK. 17 


NOT A “SUCKER.” 
328 Dean Street, 
Brooktyn, N. Y., March 4, 1904. 
Editor of Printers’ InxK: 


In the last two issues of your publica 
tion I have noticed items which ap- 
parently are hostile to ad schools, and 
as the tenor of the same tends to put 
me under the classification of “sucker” 
(having surrendered some of m at 
green” to such a schoo!) I feel that I 
have the right to “demand the floor.” 
Some consolation falls to me, however, 
owing to the fact that in both instances 
the “wise guys’ have confessed that 
they know nothing regarding the course 
of instruction given by an ad school— 
in one instance specifically mentionin 
the course given by Mr. Geo. H. Powell 
While I am not the press agent for Mr. 
Powell, not even being honored with 
more ‘than a superficial acquaintance 
with this gentleman—having met him 
but once—I desire to put the following 
on record: 

I have been active as ‘stenographer 
and typewriter for about a dozen years 
and have always been considered a 


r versatile correspondent, but when I 


have tried to write a catchy ad I have 
been like a chip on the crest of an 
ocean wave. I therefore decided to 
summon the aid of some learned fellow- 
being to give me the benefit of his ex- 
pert experience. After a scrutinizing 
search I finally decided that Mr. Powell 
offered the largest lump for the money. 

T have now taken about six weeks of 
his course of instruction and can con- 
scientiously make the assertion that I 
do not regret my action, inasmuch as 
he has taught me that which I coulc 
never have gained from any book or 
magazine. He has taught me to sever 
the chaff from the wheat and how to 
jamb it in between the borders, the 
selection and arranging of title and 
head lines, selection of type that will 
harmonize, the. uses of illustrations, etc., 
etc. This so far, and I have no doubt 
but that he has many other edifying sur- 
prises up his sleeve for future delivery. 

Now, Mr. Editor, I say this in all 
kindness and it is not meant in any 
manner as a criticism or rebuke, but I 
really felt that my good judgment was 
being abused and naturally felt con- 
strained to call a halt. 

As. far as the Little Schoolmaster is 
concerned, I fully agree with you in all 
of the assertions you make for it as 
to its efficiency to instruct adwriters in 
their art. 

As to the large salaries promised 
graduates of ad schools, the only induce- 
ment held out to me was that if I be- 
came thoroughly proficient I could earn 
as much in this as in any other good 
paying profession, it depending upon the 
exertions of the student himself. I 
sincerely hope vou will allow that this 
explanation vindicates me. 

Yours truly, W. WILLIAMS. 

—_<+@e———_ 

“The more froth the less beer.” The 
advertiser who fumes and rants in_his 
announcements too often has very little 
merit in his business, 








BY GEORGE ETHRIDGE, 
READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


In the original the Standard 
Porcelain advertisement, designat- 
ed as No. 1, occupied a space of 


4%4x7. The illustration in the 
center occupied a space of 3%x2. 
Thus we have a total of 7 square 
inches of illustration out of 31% 
square inches of advertisement. 
This proportion is not so bad, 
but notice the poor use to which 
the rest of the space is devoted. 
Flat tones of this character look 


PRINTERS’ INK, 


COMMERCIAL ART CRITICISM 


INK WILL RECEIVE. 









33 UNION SQUARE, N.Y. 
FREE OF CHARGE! 
MATTER SENT TO MR ETHRIDGE. 





by No. 2 the illustration gets an 
opportunity to be seen and ap- 
preciated, and there is ample space 
for good display of the text and 
ample room for any reading mat- 
ter which would make the adver- 
tisement stronger and tell the story 
in a more explicit and convincing 
manner. 

There is a wide difference be- 
tween a handsomely engraved plate 
and a good piece of advertising 








fully printed on good paper, but 
this sort of thing is very easily 
overdone. 

The lettering in this advertise- 
ment was drawn out in white out- 
line on gray surface, and offered 
so little contrast that even the few 
words of copy shown in this large 
advertisement were hardly legible 
without effort. 

This is certainly a waste of 
space, and a result which under 
the most favorable conditions was 
nothing to be proud of. 

In a drawing such as indicated 





Standar 














No.2 


copy. This is an excellent thing 
to remember. 
* 





* 


The eternal fitness of things gets 
slightly jarred in the Florsheim 
Shoe advertisement reproduced 
here. 

The shoe is all right, and the 
man is all_right, but the man has 
nothing to do with the case, and 
his position with reference to that 
of the shoe is decidedly unfor- 
tunate so far as the shoe is con- 
cerned. 

In the original advertisement the 
shoe presented a very elegant ap- 




















pearance, if we took the time to 
figure it out, but at first glance the 
shoe would hardly be noticed on 
account of the large amount of 
space occupied by the man, and 
the fact that the shoe is directly 
in front of him. 

As the man does not look par- 
ticularly pleased, anyway, it is hard 
to see where he comes in. 

If the entire space occupied by 
this illustration had been given up 
to a fine half-tone cut of the shoe 
itself, the result would have been 
a much more happy one. 

This subordination of the ar- 
ticle advertised is excusable when 

oe 


SHOE 









Bench Made 
i $5.00 buys the original of this 
‘‘Florsheim’’ bench made shoe— 
at most good shoe stores—the 
lining of a ‘‘ Florsheim”’ shoe is 
always smooth. No wrinkles to 
hurt. It means foot satisfaction. 


“A shoe just like ‘your cus- 
tom shoemaker used to make,’” 

FREE —Send “ 
Florsheim Way of Foot Fittlag = aise facts 
Ac ee ee SS 
“ Florsheim " Bench Made Shoe. a alas 
FLORSHEIM @ COMPANY 
Chicago, U.S. A. 

















the attractive qualities of the ad- 

vertisement are enhanced, but in 

this instance such is not the case. 
x * + 

After wading through scores of 

Magazine pages filled with the 
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elaborate efforts of advertisers to 
attract attention, it is interesting 
to note how the quarter page ad- 
vertisement of C. P. Goerz stands 
out. 
The illustration is simplicity it- 
self, although odd in position. 
Whoever planned the illustration 
"99% of Camera 
valueisin the lens 
—EE 
The "StyleB" Goerz 
with the least possible 
resistance—this isneces- 
. sary for instantaneous pho- 
y. Our new for- 
mula for the Goerz Style B 
has produced a lens which en- 
ables the amateur to make pictures under 
conditions which have heretofore been 
considered unfavorable. When you buy a 
camera tell the man you want a Goerz Lens. 


















Sample Photographs sent on request 


Cc. P. GOERZ, 
Room 8, 52 E. Union Square, New York City 


and typography of this advertise- 
ment succeeded in getting a result 
which made all the neighbors of 
this advertisement look very tame 
and commonplace indeed. 

Simple effects of this kind are 
not accidents, nor are they so 
simple as they seem. They are 
well worth working for, and ir 
variably successful when the right 
idea and arrangement are achieved. 

* * * 


On two consecutive pages of the 
Review of Reviews for March 
there are seven quarter page type- 
writer advertisements. 

The Yost advertisement, shown 
here, is the most striking of the 
seven. It is certainly an adver- 
tisement which no one can escape, 
but it would be less disconcerting 
if the position of the eyeball did 
not give the effect of so wild a 
glare. If the only mission of the 
advertisement is to attract atten- 
tion, it will certainly be successful. 

It is to be noted that you are in- 
vited to call and examine the Yost, 
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the address being No. 245 Broad- 
‘way, New York, and, as only a 
small fraction of the readers of 
this magazine reside in the vicinity 
of New York, it will be a hardship 
for the masses to accept the in- 
vitation. 

Of the other six typewriter ad- 


“TM 











Yost Writin 
245 Weiring Machine Co, Ss 


vertisements referred to the Smith 
Premier asks the reader to send 
for a booklet; the Chicago says 
“Write for hot facts”; the Lam- 
bert will send a descriptive book- 
let free; the Postal will do the 
same; the Fox will send you a 
machine on ten days’ trial; and the 
Remington, so far as is shown by 
the advertisement, won’t do any- 
thing at all, and doesn’t expect you 
to do anything. 
— od 


NIGHT VAULTS. 
Security Trust AND Deposit CoMPANY. 
Masonic Temple. 
Curcaco, I1t., March 4, 1904. 
Editor of Printers’ INK: 

As a regular reader of Printers’ 
Ink, I have been much interested in 
your recent reproductions of safe de- 
posit vault advertisements calling atten- 
tion to the excellent record of the Bal- 
timore vaults during the recent fire. 

In this connection you may be inter- 
ested in the inclosed postal, a copy of 
which was mailed on February 21 to 
each of 450 commission merchants, 
saloons, restaurants, and other concerns 
in our immediate district, who are obliged 
to do business on holidays, Sundays. 
late at night, and in general outside of 
bank hours. These cards were received 





by them on Monday morning, Washing. 
ton’s Birthday, and paved the way for 
active personal solicitation. 

So far as we know, this company is 
the only one in the world which operates 
a night vault. It is a good-sized vault, 
entirely separate from our large day 
vaults, and is open all the time, the 
door never having been closed since 
1893 except to test it. Safes in this 
vault rent for $5 per year and upward, 
and a great many are being used by 
large firms who often say they “could 
not get along without it.” The cash 
they receive after the banks close (as 
well as valuable papers) is deposited in 
the vault and taken to the bank next 
day. A night guard of three men and 
the fact that customers are coming and 
going at all hours insures absolute se- 
curity. 

Last Christmas came on Friday, and 
when the Chicago banks announced that 
they would be closed from Thursday af- 
ternoon until Monday morning, a storm 
of protest arose that will be long re- 
membered. The writer was out of town 
and, unfortunately, we did not take ad- 


YOUR BANK IS NOT OPEN TO-DAY 


It was not open yesterday; 
nor on Saturday afternoon. 


Our night vault is always open 
Come in and try a Safe for three 
months without any expense to you. 

SECURITY TRUST AND DEPOSIT COMPANY 


mie Temple. 














vantage of the unusual situation. The 
calendar for 1904, however, is in itself 
a strong advertisement for our night 
vault. Every holiday, to and including 
New Year’s, 1905, except Thanksgiving 
Day, will be celebrated on Monday, the 
banks remaining closed two and one-half 
successive days in each instance. 

You have probably seen a little book- 
let called “Short Cuts,’ published by 
the System Company. As its title im- 
plies, it is a collection of hints as to 
the best and simplest ways to do some 
of the detai! work of the average office, 
reprinted from the magazine System, 
and is, like the magazine, a mine of 
helpful suggestions to the progressive 
business man. 

It has occurred to me that a similar 
collection of the short, pithy suggestions 
which appear each week in PRINTERS’ 
INK would be of great value to any one 
interested in advertising. To my mind 
such a booklet would be worth more 
than a good many of the “correspon- 
dence courses” so widely advertised at 
present, while its price could be placed 
within the reach of all. 

I should very much like to know the 
names of good magazines, booklets, etc., 
devoted in whole or in part to the safety 
deposit and trust company business. 

Very cordially yours, 
Gries H. DickINson. 
2 


It’s an ill wind that doesn’t shake 
“plums” into somebody’s basket. In 
Such cases, the fortunate one generally 
mistakes “the ill wind’ for wisdom on 
his part. 
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“CLEAN ADVERTISING.” 


Since last September Willard B. 
Bottome, an advertising writer at 
220 Broadway, New York, has 
built up a business among steam 
laundries, furnishing them with 
advertising based on their own 
local conditions. His list now in- 
cludes about thirty establishments, 
and from present indications will 
grow to much greater proportions. 
His success in this field is due al- 
most entirely to 'the fact that he 
has selected a specialty, studied 
his subject and advertised as a 
specialist, using the “Advertise- 
ment Constructors” column of 
Printers’ INK, as well as the Na- 
tional Laundry Journal, Chicago. 

“The laundry field is one that 
has never been thoroughly devel- 
oped on its advertising side,” Mr. 
Bottome said to an interviewer. 
“A business depending so much on 
the individual patron naturally 
needs live advertising, and I find 
that laundrymen are open to con- 
viction when definite advertising 
plans and material are placed be- 
fore them. Laundries interest a 
wide circle of people. A bachelor 
doesn’t attend to the details of 
buying his own food, fuel or fur- 
niture, but he has to look to his 
own laundry work. Women with 
families can be interested, for the 
cost of modern steam laundering 
is less than the expense of a wash- 
erwoman, to say nothing of the 
saving in worry, health and the 
better results. These make good 
arguments in laundry advertising. 
There is also an interesting techni- 
cal side to a steam laundry. Cen- 
trifugal force is used in starching 
and drying in some establishments. 
In others the clothes are never put 
into water above the temperate 
point, as boiling weakens the 
fibres of fabrics. The best laun- 
dries have special machinery for 
ironing down the rough edges of 
collars, cuffs and neckbands, so 
that the life of the garment is 
prolonged, while inferior laundries 
literally grind off these rough 
edges, destroying the garment 
after a half dozen washings. Some 
laundries use filtered water, others 
have superior delivery and sorting 
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systems, and get work out quick- 
ly, and when promised. These 
technical points are all available 
as advertising material, but must 
be utilized individually for the pro- 
cess of each laundry. Thus far I 
have not developed my advertising 
along these lines, as that which 
has met with most favor from the 
laundrymen themselves is a form 
of syndicate advertising, covering 
the good points of a good laundry 
in a general way. A _ syndicated 
booklet in colors, illustrated, 
called ‘Laundry Chat’ is the most 
successful thing I have produced, 
and has been sold to about twenty- 
five laundries in editions ranging 
from 1,000 copies upward. It has 
twenty-four pages, and deals with 
such themes as cleanliness, prompt- 
ness, care in sending home the 
right garments, the advantages of 
having all the family washing done 
outside, superior work on_ shirt 
waists, dress shirts and other fine 
garments, saving of garments, and 
so forth. The name of the laun- 
dry distributing these booklets is 
printed in two places, with a 
hundred words of individual argu- 
ment on the cover, so it looks quite 
unlike a syndicate booklet, even to 
the experienced advertising man. 
Its use is confined, of course. to 
one laundry in a town. I find it 
an excellent entering wedge with 
laundrymen who have never tried 
advertising. Wherever this book- 
let goes I endeavor to get such 
statistical information as will en- 
able me to outline a special cam- 
paign for the laundryman. T find 
out population. class of production, 
amount of business being done by 
the laundry and other facts. Then 
T can tell whether it is best to dis- 
tribute the booklet from house to 
house. send it by mail to select 
lists of names, or make it the basis 
of newspaper advertising. If the 
latter plan is hest I write special 
ads, for I don’t favor syndicated 
newspaper advertising. In fact. 
this syndicated hooklet is prepared 
only as a means of dealing with 
conditions. The different details 
in the process of each laundry call 
for an individual campaign, and 
that is what I try to impress upon 
clients. Success with the booklet 
is now sending some of them back 








for newspaper advertising, mailing 
cards and literature. 

“The results to be attained by 
advertising a laundry are tempt- 
ing, it seems to me—particularly 
the steam laundry in a small town. 


The tradition of the washer- 
woman is still in the land, and 
hard-worked housewives haven't 


been told about the advantages and 
real economy of a steam laundry 
when it comes to flat work—sheets, 
pillow cases, tablecloths and sim- 
ilar articles. Educational adver- 
tising aimed in this direction is 
bound to develop entirely new 
business. In big cities the laundry 
that gives prompt service and 
careful work can get new cus- 
tomers by advertising for them, as 
good service is by no means com- 
mon. 

“My work in ‘clean advertising’ 
embraces also such lines as towel 
supply companies, carpet cleaning 
establishments and dyers, scourers 
and cleaners of clothing and dress 
goods. There is qa distinct advan- 
tage in doing advertising in one 
line, and I believe the results from 
a specialty ad constructor’s own 
advertising are bound to be larger, 
for, as Printers’ INK has recently 
pointed out, business men are 
looking for the adman who knows 
something about their own line of 
trade. It is all well enough for 
the ad constructor to say that he 
writes every kind of advertising. 
He doesn’t write all kinds—he 
can’t, for he hasn’t the knowledge 
of every line of business, and his 
assertions are preposterous on 
their face. Business men are be- 
ginning to find out that adver- 
tising must be written with special 
knowledge. I don’t believe that a 
specialist needs a technical educa- 
tion or experience. But he should 
work with one or two lines day 
after day, keep pace with develop- 
ments and improvements, and even 
be ahead of them in some ways. 
By corresponding with laundry- 
men and working out plans for 
them I have gained an excellent 
working knowledge of their busi- 
ness and allied lines, whereas the 
same amount of effort scattered 
over twenty different lines of busi- 
ness would have left me with 
nothing worth while. In adver- 
tising a specialty 


it may take 
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longer to find the man who wants 
special service, but if you make 
advertising pay him he becomes a 
permanent customer, and _ sends 
others to you. My advertising in 
the National Laundry Journal has 
pulled well. This publication goes 
to laundrymen, and would natur- 
ally pull better in my specialty 
than a journal like Printers’ Inx 
which goes to many classes of 
business men. My ads in Print- 
ERS’ INK are small classified an- 
nouncements of five lines only, 
however, while those in the Na- 
tional Laundry Journal are quart: 
er-page displays. Printers’ INK 
has brought me business, besides 
many inquiries that will eventually 
lead to orders. Just this morning 
I received a letter from a laundry- 
man in England who is interested, 
and he mentions Printers’ INK.” 

Among Mr. Bottome’s clients 
are: Speth’s Domestic Laundry 
Co., Kansas City; Acme Laundry, 
Duluth, Minn.; Armstead’s Laun- 
dry, Superior, Wis.; Lenox Laun- 
dry Co., operating twelve estab- 
lishments in Westchester County, 
New York, with offices at Mt. 


Vernon; Central Star Laundry, 
Buffalo; York City Laundry, 
York, Pa.; Liftle Rock Steam 


Laundry, Little Rock, Ark.; Poto- 
mac Laundry Co., Washington, D. 
C.; White Swan Laundry, Evans- 
ville, Ind.; Gate City Steam 
Laundry, Keokuk, Iowa; White 
Star Steam Laundry, Parkersburg, 








FROM THE PITTSBURG “ DISPATCH.” 
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(A Roll of Honor }) 


No amount of money can buy a place in this list for a paper not having the 











requisite qualification. 


Advertisements under this caption are accepted_from publishers who, accord- 
ing to the 1903 issue of the American Newspaper Bonny have submitted for 


signed and dated, = 





that edition of the Directory a detailed cir 


have supplied a similar statement for the 1904 issue of the Directory, now undergoin; 
vision and to be issued in April next. Such circulation figures as are mentioned las are 


characterized by 


These are ii ™ poaneted w the ~~ oe who believe that an advertiser has a right 


to know what - pays his hard 


The black figures denote she 1 average issue for the year indicated. The light-faced 
number in brackets denotes the page in ll American Newspaper Directory which con- 


tains the details of the publication’s characte 


Advertisements under this caption will ane be accepted from publications to which the 
— Newspaper Directory accords the sign (© ©), the so-called gold marks, meet od 


rior excellence in verge of circulation. 
rg cents per line under a YEARLY contract. $20.80 for a full 


tion, if entitled as above. 


(2 Announcements under this classifica- 


ost 2 
year, 10 per cent discount if paid wholly in advance. Weekly, Bh mw or quarterly correc- 


date showing increase of circulation can be made. 
ciomes £ properly signed and mereg amen > ied additional period, in accord- 
tory: 


astatement in detai 


ed the publisher sends 


ance with the rules of the American Newspaper 


ALABAMA. 
ngham, Birmi a New: iy oe. 
for 1503 af pSEO eh See @ monthe 1 1903, i. 2; 
guarantee 
Birmin: aie Ledger. dy. Average for 1902, 
18,980 i). Av. , for Aug., 1903, 17,586, guar’t'd. 


Page ar A Advertiser. Advertions | Go. fe 
we circula ete nteed, da 3 te ih 
O71 (ENOO), wy, 18,884 4), Sy. 15,054 Ce 
ARIZONA. 


Bisbee, Review. daily. W. B. Kelley, pub. 
In 1902 no issue less than 1,250 (46). In 7903 no 
issue less than 1,750. 

Phoenix, Republican. Daily average for 1992, 
5,820 (47)., Logan & Cole ‘ole Special Agency, N. Y. 


ARKANSAS. 
Fort Rentehe 2 po. aati. In 1902 no issue less 
than 1.000 average Sor August, 


September, Xm 408, 1903, 8,109. 


Little Rock, Arkansas Methodist. Geo. Thorn. 
h,pub. Actual ul average 1903, 10,000 ch. 
Little Roek, Gazette, dail Galty and sunday. Ar- 
kansas’ Jeading N vy west Establi 
Aver, 1903, Daily 2.90 *), Sunday iy #84015). 


row Arkansas ~y a 
to examine its paths Fits Smith & 
Thompson, Special Repre., New York & Chicago. 
CALIFORNIA. 

Freano, Morning ee. ow, aay 
for 1902, 4,644 (67). EZ. Katz, Special Agent, N. 

Oakland, Signs of the Times. Actual weekly 
«nt 1903, 82,842 (sk). 

Oakland, Tribune, dail Average for 1902, 

9,952 (75). Tribune Publishing Company. 


Redlands, Facts, daily. Daily average for 
1903, 1,456 (2). No week iy. 


Diegan Sun. Daily average 
tor’ 1902, Pa F ee ean > (60). WH. Porterfield.) a 
San Franciaco, Argonaut, weekly. Mate 4 
for 1902, 15,165 (81). E. Katz, Speci: agentsN 


n Franclaco, Bulletin. R. A.Crothers. Av. 
att 1902, daily 49,159, +9, Sunday 47.802 (80). 


San Franetseo. Cul, re and of D, Goreck: 
els. Aver. for 1902, 0,885. S’ '¥y 71,584 (80) 
40. 1903, dafly Stok ce: ; Sday 82,015 (+) 


San Jone, Evening Herald. Herald, daily. The Herald 
Co, Average for year end. At end. Aug.. 1902, 8,597 (86). 


San Jone Morning Mercu Mercury, daily. Mercury 
Publishing Go. Average for for 1902, 6,266 rn 


San Jone. Pacific Tree and Tree and Vine, mo. 
Bohannan, ' Actual average, 1903, 6,185 (ke). 





CONNECTICUT. 
MNartford, Ti , dail 1903, 
16,509 (3). Perry Lukens, Lukens, ino, Rep. 
iosttom. Morning ng Record and Republican. 
Daily average for 19, 7.58% (+). 
New Haven, Evening Register. daily. Actuat 
av. ae 1903, 18,571 (%); Sunday, 11,292 (ck). 


i . Palladium, dail y 

003° F088 Oe He te Bnei AAT” 
New Haven, Union. Av. for 1903, 1b.aer ) 

83 5,260 (4). E. Kate, Sicctal Agent: N.Y. 

New London, Day, ev’g. Av. 1903, 5.618 () 
(115), Average gain in past year, 415. 

Norwich. Bulletin, daily. cohy, Bulletin Co., pub- 
lishers. Average for 4,659 (115). Actual 
“~~ Sor 1903, 4,988 (x). 

erbury, to Daily average 1903, 
5s La’ Co, e & Maxwell. y ey Agts, N. Y. 
COLORADO. 

Denver, Post, daily. Post prtatan and Pub- 
lishing Co. Average for 1903, 88,798 (s). Aver- 
age for February, 1904, 48, 188, Gain, 12,288. 
&@ The absolute correctness of the latest 

circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


DELAWARE. 


Wilmington, Every Ev 
oltat wrdotetlon Sor 1908, 14 1903, SUN TTS (). 


Wilmington, Morning News, daily. News Pub- 
lishing Co., pubrs. Av. for 1903, 9,9 8 (). 
DISTRICT OF page pcg 
bk mage pom Kv, Star, 

paper Co. Average for 1903, oo 54,088 ck CE) Oo. 


National Tribune, weekly. Average for 1902, 
104,599 (123). First six mos. 1903, pia acs. 
Smith & Thom: Chit 





werage guar. 


ipson, Rep., N. Y. & 
FLORIDA. 
Jacksonville, Metropo = Aver. 1908, 
8,898 (3). Ave. ist 6 mont: 903 8,229. 


Penancola. Journal, morn rseanag ex. Mon 
1902, 2,441, Av. 1903, 2,929 (sk); Dec. (905, 8.190. 


.G.] Tampa, Morning Tribune. oir. 
bune Pub. C., Average for 1902 cosas. 
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GEORGIA. ie: 
Atlanta, Journal, dy. Av. 192, 87,828. Sem 
wy, 84,105 (135). Present average, 89,584. 


Atlanta, Heme Actual al daily average, 1903, 





20.104 (3). . December 1903, 28,720. 
Atlanta, oa Cultivator, aeabenee, 
semi-mo. Actual average for 1903, $0,125 (:). 


Lafayette, Walker Co. Momengee. meni. N. 
C. Napier, Jr., pub. Av. for 1903, 1,640 (+). 


IDAHO. 
Peg Capital News, d’y and wy. Capital News 
, pub. Aver, 1903,d'y 2,761 (%), 


He eS ck) asi. 
ILLINOIS. 
Cairo, Citizen, ag Actual average, 1903, 
1, (zp). ly, 1903, 818 (3); Jan. 
1904. daily, 1, O68: ‘woekiyn A 1,123. 


Cham palgn. | News. In 1902 no issue less than 
1,100 daily and 8,400 weekly (163). In Novem- 


her, 1903, no daily issue less than 2,400 
Chieago, Ad Sense, monthly. The Ad Sense 
Co.,pubs. Actual average fo for 192, 6,088 76). 


Chicago, American can Bee ON u, weekly. 
Actual average for 1902, 7,485 (167) 


Chieago, Bakers’ Helper, aoninie, 
Clissold. Average for 1903, 4,175 (3) oO) 

Chicago, Breeders’ Searen, stock farm,week- 
ly. Sanders Pub. Co. Average for 1902, 60, 052 
(167). Actual average je for 190: 1903, 67,880 (& 

Chicago, Dental Digest, mo. PD. H. Crouse, 
pub. Actual average for 1903, 7,000 (3). 

Chicago, Grain Dealers Journal, s. mo. 
Dealers Company. Av. for 1908, LBS (ck) (OO). 

Chicago, Home Defender, mo. T. G. Mauritzen. 
Act. av. 1902, 5,40 Last 3 mos, 1903, 84,000. 

Chicago, Irrigation Age, monthly, D. H. An- 
derson. Average for 1902, 14.166 (181). Average 
ten months 1903, 22,100 

Masonic Voice-Review, mo. Ave for 1902, 

26,041 (182). Fo r siz months 1903, 26,166, 


Chieago. Monumental ental News. mo. R. J. Haight, 
pub. Av. for year end. July, 1902, 2,966 (182). 


Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548 Gk) 


- R. 





Chie National Harness Review, mo. Av. 
for 1902, 291 (183). First § mos, 1903, 6,250. 


Chieago, National Laundry Journal, semi- 
monthly. 4ctual average for 1903, 4, pone 


Park and Cemetery and Landscane Garden 
mo. Av. for year ending — 1902, 2,044 "uss 


Ch Record-H 1903, 
day TS4,218 (3), Sunday ~ ion Bie Ge. (kK). 


Chieago, The Operative Mi —. monthly. Act- 
ual oo for 1902, , 5,666 (1 


feago, Tribune, e, daily. T Tribune Co. In 1902, 
va OO) 60). 


East St. ny Poultry Gaere, mo. Poul 
Culture Pub. € Ave 002, 6. ied (192), 
erage first six aeutie 1903, 14.888 


Evanston, Correct English: How to Use It, mo. 
Average for year ending Oct., 1902, 9,750 (194). 


Kewanee, Star-Courier eS aS nn 
daily 2.410. weekly 1,522 (203). Ar 
anteed circulation ily for laily for August. 1908, O38, 905. 


ria, Star, evenings ana Sunday morning. 
acvual sworn average for 1902, 28,742 (219). 


Reekford, Register Gazette. Dy. av. for 1902 
5,554, s.- wy. 7,052 (223). Shannon, 150 Nassau. 


Actual averaae 
%). La Coste & Maxwell, N. Y. 


try 
Av- 


Roekford. Republic, daily 
P+ 1903, 6,040 ( 


w’y | ar 





INDIANA. 


Evansville, Commies on r 0o., 
pub. Act av. 402, 11,2 ). Sworn av. “0s. 12,: 
618. Mek Teaspoon, Sp. pson, Sp. Rep.,N.Y. a: Ohicago, 

Evanaville, Journal-News, Av. fo T1902, 
11,910, S'y 11,508 (244). E. Katz, Sp. Agt.,N. 

whey Cooking Gm, monthly. Average f 

. 25,501 (247). isten madine, , 
ives keep every issue fc tecke for daily reference. 
ef News, dy. Hi Hilton U. Bro 
mer. net sales in 1/903, 69,885 oe 
Lafayette, non ing Journal, daily. ~ Actual 
verage 1903, 4,002 (2) ; January, 1904, 4,479, 


and 8. Courie! 


Marion prot daily. W. B. Westlake, pub, 
Actual av, 1903, 5,295 Yin) Feb., 1904, b 409, 


yy. Star Pub. Co. Aver, 


Munele, Star, d’ Sf and a. 
Sor 1903, Py 25,886), S’y 19,250 (sk). 


Notre Dame, The Ave Maria, Catholic weekly 
magazine. Average tor 1902, tor 1902, 25,976 (262). 


Prineeton, Clarion-News, ¢ daily. Clarion Pub- 
lishing Co. Average for 1902, for 1902, 1 sB20 (264). 


Richmond, Evening Item. Sworn dy. av. for 
1903, 8,552 (3). Same for Dec., 193, 8,742, 


South Bend, Tribune. Sworn dail 
1903, &,718 (3). Sworn av. for Dec., Cisse” 


INDIAN TERRITORY. 


Ardmore, Ardmoreite, daily and week! 
Average for 1903, ds. 1; 951(); wy., 8,87 23). 
IOWA. 


Arlington, News. All hom 
F. Lake, pub. Average for 1s for 1 


Barlin . Gazette, dy. dy. Thos. Stive b. 
Average for 1 1908, pat Jan., 1904, 6,050. 


Davense ort, Dy. av. nn, 8.055 (%), 
8.-wy. 1, wthi De cai. lan., 1/904, 8,880. Cir. 
guar. ae than double uble of ar any | daily. 


Des Moines, Capital, daily , daily. Lafayette Young, 
publisher. Actual average for 1903, 81,898 (x) 
(293). Average for January, 1904, 84,818. 


Des Moines. Cosmopolitan Osteopath, munth- 
ly. Still College. Average f for 1902, 9, 666 (24), 


Des Fetnes. News, daily. daily. Aver. 1902, FE e 
(293). 9 mos. 1903, aver., sworn, 41,871 


Dea ca Spirit of the West. wy. Horses 
and live stock. Average for 1902, 6,095 (294). 


Des Moines, Wallace's Farmer, wy. Est. 1879. 
Actual average for 1903, 88,769 (3). 


Museatine. Journal, dy. av. 1903, 4, an (#). 
£-wy. 2,708 (2). Dy. av. Ja: av. Jan., 1904, 4,885. 


Ottumwa, Courier. xr. Daily av. 1903, 4,512 (#); 
semi-weekly, 7,886 (2). 


Sheldon, Sun, d’y Carso' 
Average for 1902, dy 86, wz. 2, Bat ‘(323). 


Shenandoah, Sentinel, tri-weekly. Sentinel 
Publishing Co. ’ Average for 1902, 8,681 (323). 


Sioux City, Journal. Dy. av. for 1903 (sworn) 
19,492 (2), dy. poe Sor Dec. 19,982. 
alwa in its field than of 
all other dat daily papers combin combined. 


Waterloo, Courier. Daily av. 1903,2,967 (+). 
Last 6 mos. 1908,8,057. 8S-w'y, 1,942. 


KANSAS. 

Atehison, Globe. daily. E. W. Howe. (334). 

Offers to @ %.200 daily circulation for 1903, 
on receipt any advertising bill. 


Girard, Appeal to Reason, weekly. J. A. Way- 
land. Average for 1902. 195.809 (343). 


Hutchinson. News, d’y and d’y and w’y. Wy du ss 
1902, no issue less than 1,920 (346), E. Katz, N. 


a, Western School Journal. educational 
Average for 1903, 8,125 (). 


mee at weekly. W. 
1,400 (282). 





Ms 
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“ The Great Hoosier Daily.” 


THE INDIANAPOLIS NEWS 


Circulation Statement for the Month of er 1904 








16 

17 

18 

19.. 

20... 

21... 

2.... 

23... 

24... 

2... 

26.. 

Z7.. 

28.. 

29... 

Grand total............. 2,071,555 
Daily Average Distribution, 82, 862 
Total Distribution for the month of ed dt TIE 420 ccncvcspsacocces opesoeness 2,071,555 
Of the total number distributed the sa copies to advertisers, file and office 
porers, copies sold after day of ale and copies returned or not paid 
OF in MONEY, AMOUNT tO.........020 coe eeerscerece © evcccrececccercccccsccess 201,925 





Leaving ee ee Se OE os csodestascbasacesdttncseds 
Net Daily Paid Average (swoin statement), 


74,785 


Net Daily Paid Average for the month amare, was 69,153. 
Net Daily Gain, February, 1904, over January, 1904, was 


5,272 


I solemnly swear that the foregoing statement of Seaoticn ie oa and correct. 
F. G. » Manager Circulation. 


Subscribed and sworn to before me this 1st day “) btn 1904, 
. PA RKER, Notary Public. 
My commission expires December 11, 1907, 





The carriers’ paid circulation of The News in In- 
dianapolis is double that of any other daily paper. 


THE ADVERTISING RECORD. 


The paid advertising (stated in columns) printed by the Indianapolis News during 
the months of February. 1903, and February, 1904, was a3 follows: 
- ma: [ naagee le Total. 











February, 1903 S1bX 1,346 

February, 1904. cee 14086 33655 1,477 
GOR. 00000 +s2c0re rocesecsssce cercece-cosce 9% “OK 130% 

Daily averame, FOOruaxry, IOSB .....-0.0000csccccccccvccccscccovcces sescceges 56.11 

Daily ave Fe meses. Gl nc ccceskhnns. cdanbarcaiadnbekscctekbeedecdas . 59.08 
Average Daily Gai 


2.97 Cols. 


CLASSIFIED (WANT) ADS. 
In Povewery. 1908, The News printed 17,861 classified (want) ads; in Febru: 1904, 
rinted 19,204 of these ads, & gale of 1,43. Dvring the last mentioned month a all the 
—_ daily English papers in Indianapolis printed a total of 10,390 classified ads—The 


News having 
8,814 
more than all the others combined. 


Indianapolis is a one - paper city. 
The Indianapolis News is the paper. 


M. LEE STARKE, 
General Advertising. Tees Be 2 





Tribune Bldg. 
NEW YORK, 
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fehita, te d'y ond wl Av. ye, d’y 16,- 
zl w’y 6,674 (364). Beckwith, N. Y. . & Chicago. 


KENTUCKY. 
yt rt, Breckenridge News, y Py J. 
Babbane. Average fc for 102, 2,248 
prmeeminll res Democrat. Best cues a nent 
section Ky. Av. 193, 8,582 (2); growing fast 


Lexington, Leader. Av. for 1903, yw (39. 
wy. 2,806, Sy. 4,092 (%). E. Katz, 8. A 
"Leute ille, Evening Post, *. pens Post 
. pubs, Actual average fc for 1902, 26,895 (374). 
Loutesit, Herald. Actual daily average for 
1903, 17, 214 (cs); Sunday, 16,242 Gk); January, 
1904, daily, 21,150 
Padueah, Sun, daily. Average, 1903, 2,181(:k); 
Sor February, 1904, 2,415. 


LOUISIANA. 
New Orleans, Item, daily. R. M. Denholme, 
publisher. Average for lan., 1904, 19,895. 
Official journal city New Orleans. 


New Orleans, Louisiana Planter and Sugar 
Mfr, wy. In 1902 uo issue less than 8,000 (387). 

New Orleans, The Southern Buck, official 
organ of Elkdom in La. and Miss. Av. 02, 2,866. 


MAINE. 
Augusta, Comfort, m H. Gannett, pub. 
Act average for 1902, 1, 274,766 (391). 
Augusta, Kennebec bec Journal, d’y and w’y. 
ge nang 1903, Sg% 7S (3), weekly 2,170 (x). 
gor, Commercial. Average for 1903, daily 
8,218 (GR) weekly 29,006 (3). 


Dover , Piscataquis Observer. Actual weekly 
average "i908, 1 2904 (%). 


Lewiston, Evening Journs Journal, daily. Aver. 
4903, 6,814 (3k) (QO). w'y 15,482 Ge) @©). 


ge Woods and Woodsman,weekly. 
J. W. Brackett. Average for 1903, 8,041 (2). 


Portland, Evening Expres Express. At 
daily 11 "740(%) . Sunday Telegram Cob (x). 


MARYLAND. 
Baltimore, News, a A Bresing News Pub- 
lishing Co. Avera; 41,588 (402). For 
January, 1904, 47,5 9. 


MASSACHUSETTS. 
PR cop Sventos Transcript vant (412) Boston’s 
ea table paper. Largest amon amou week-day adv. 


Boston, Globe, average for 1! 
meaty. —y S79: 7 jay Br 296 412419), 
verage for / 5, . 
ibeaiion ts Dies Eaeeod 

Advertisements go in moruing and afternoon 
editions for one dete 

Boston, New England Te monthly. 
America eo, pubs. Average 1 21,580 0). 


Boston, Pilot, every ery Saturday. Roman Catho- 
lic. Jas. "Seffrey Roche, editor. (Oo) 


Boston, Post, dy. 1 Ave Bie 1902, 174,178 
ge. Av. for Dec., 1903, gh 5,919, g 188,- 
715. Largest ingest p.m. or a. m. sale evo Bagiand. 

Boston, Traveler. Est. 182%. pot daily av. 
1902, os 852. In 1903, 26.666 (sk). October 7, 
to March 1, 1904, 80,496. 

haa evening circulation in New England. 

Reps. : Thompson, N. Y. and Chicago. 

East Northfield, Record of Christian Work, 
mo. Av. for yr. end’g Dec. 3/, 1903, 20.250 (RY. 


Gloucester, Daily Times. Average for 1902, 
6,247 (427). First seven months 1908-6 6,629. 





Lawrence, Telegram, dail dai rome Pub- 

ishing Co. Average for @ for 100e, 6,701 

Salem, Little Folks, mo., juvenile. 8, 
. Average for 1902, 75, a3 


0 (434). 


Springfield, Good Bousskeoping, mo. Avg, 
for 1902, 108,666 (436). For year end, 
1903, 185,992. Al advertisemen See deen Gael 


Springfield, Republican ( (435). Aver. 
15,106 (@O), Sunday 18,988 (OO), wy. 4,197, 


Werecstas, Evening Post, Post orcester 
Post Co. Average for 1903, li ‘Rae 


Worcester, L’Opinion Pate ye daily, A 
~~ -» 5,180 (%). Only mgt power, tm | in U. So hig 
Roll of Honor, R. A. ay N. Y. and Ci 


MICHIGAN. 


Adrian. Telegram, dy. D. W. Grandon. Av. for 
1902, 1,270 (440). Average for 1903, 8,912 (3). | 


Detroit, Free Press. Average for 1902, d 
41,952, Sunday 51,260 (450). © we 


Detroit, Times, daily. “vee Times Co. Av- 
erage for 1902, 27,657 (450, 


Grand Rapids, Evening Press, d Average 
1903, 87,499 (&). 40,0 guar. “datiy Sor 1904, 


Grand Bees CK, Herald. Average daily issue 
Sor 1903, 22,8 


Jackson, Citizen, daily. es O’Donnell, 
pub. Actual average for ison $.587 (461). dv: 
erage for first six months 1903, ag 


Jaekson, Press and Patriot. ual daily 
average for 1903, 5,649 (sk). Av. "rei! hn 6,279, 


Kalamazoo, Srening Telegraph. Last siz 
months 1903, dy. 8,886, 8.-w. nee Daily aver. 
December, 1903, 9, 069. Guarantees largest and 
apedeae circulation in the city and surrounding 


Kalamazoo, Gazette-News, 1903, daily, Ba ok 
Rp other daily paper publiched tm the ofl. "ds. 

any 0 'y n city. Av. 
3 mo’s to Jan. 4 Dat6. ° 





naw, Evening News, d News, dail Average for 
848 (473). January, 1904) daily 18,169. 


MINNESOTA. 
Minneapolis, Farm, Stock and Home, sem 


monthly. Actual average 1903, 78 = Gk) “an. 
Actual average January, 1904, 1904, 28,500 


wey nmennetie, Farmers’ Tribune, twice »-week. 
J. Murphy, pub. Aver, for 1903, 68,686 (%), 


Northwestern Miller, weekly. Miller Publish- 
ing Co, Average for 1902, 4,200 (@ ©) (497). 


STR YT N. W. iculturist, s.-mo. Feb., 
03, 78,168 (498). 75,00 5,000 guar’d. 35¢. agate line, 


Rg Svenska Ar Amerikanska Posten. 
wan J. Turnblad, — 1903, 49,057 (5). 





The keeper ; household 
ais aetual average 1903, 268,250 (k). 


Mignon lis Tribune. hy, b. 
1867. O Oldest Mines; olisdaike "ee 


| for 1902, daily, 66,872 (496); fe. 
56,850. For 1903, daily average, 72, mf 
Sunday, 61,074. Doty querage, last 

oy uarter of 1903, was 129; << 
we roost ily average for’ January, 1904 

The only Minneapolis daily listed 

Durcct tha Ameria aaa pd 

iT 

culati ted considerable 


ion over 

down to date in ROLL OF 

ONOR, or elsewhere. The Trib- 
ve in the reeognized Wan 
d Medium of Minneapolis. 


5 a " pipe ck Chronicle, 8 icle, pete’. Av. for 
). Owatonna’s leading new: 
Present ci: circulation, 2,100. = wa 


St. Paul, Der Wanderer, wie on 
Farmer im ‘Westen, wy. Av. for 19038, beer 


St. Paul, Dispatch, dy, Aver. 1902, 49,052 
) Present aver. 58,181, ST. PAUL'S LEAD- 





(505) 
ING NEWSPAPER. 
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THE 


MINNEAPOLIS JOURNAL 


HAS 


Quality 


an 


Quan ti ity 
Of CLEAN Advertising. 


During February the Minneapolis Journal made 
another greatrecord—1,359 columns of EAN 
rier iy in 25 days, ‘against 1,289 columns of 
AL Ki DS of ore of its nearest 
Sabai n 25 week days and four big Sundays. 


The Minneapolis Journal refused more than fo 


columns of objectionable medical advertising in 
February. 


Quality 


and 


Quantity 
Of HOME Circulation. 


During February the Minneapolis Journal’s 
daily average circulation was 


63,900 


Most of this went home! The roroow Jour- 
nal reaches the most homes of and is 

the clean “tamil circle paper of of the Northwest. 
It is the paper U is preferred by readcrs and 
advertisers alike. It is “The Great Daily of The 
Great Northwest.” 


TheJournal 
Goes Home 


One clean paper in the home is worth Ave eotd 
on the streets—from an advertising standpo 


M. LEE STARKE, 
Manager General Advertising, 
Tribune Building, Tribune Building 
NEW YORK. CHICAGO. 














St. Paul, Globe, dai! 108, Globe Co., publishers. 
pg hg nF for 1 22,825 (505). First 9 
1908, 


St. Paul, News, dy. Aver. Aver. 1902, Wot ga 7) 
pre 1903, sworn average $4,081 
Paul, Pioneer- er-Press._ Daily se am for 
1908 84,151, Sunday 80,986 | 80,986 (506). 
by Paul, The » Farmer, agr egy oem. Est. 1882. 
.50c, Prof. r end, 
Feb, 77,861 “ ae "resend = 85, 00. 
Winona, Republican and Herald, daily. Aver- 
age 1902, 8,202 (512); 1903, 4,044 (2). 
Westlicher Herold. Av. 1903 1903, 22,519(:); Sonn- 
Hr ts Vy 28,111 (+); Volksbl. des estens, 


MISSISSIPPI. 
Vieksburg, American, daily. In 1902, no issue 
less than 1,850 (522). In 1903, 1,900 copies. 


MISSOURI. 
Joplin, Globe, daily. Average fer 1903, 
10340 (se) (641). E. Katz, Special Agent, N. ¥. 
Kansas City, Journal, d'y ana w’y. Ave 
for 1902, daily 56, 876, week weekly 161,109 wi." 


Kansas City, “stu ekly Implement ‘trade J'rn 
Av. acer fo 1. L8Z (543). Av. 5 mos. 03, 9805, 


neas City, World. daily. Aver, 7 62.- 
ote. First 9 mos. 1903, aver., sworn, 61,452, 


Mexico, American Farm and serine 
and hortic.,mo. Actual prerame for 1902, as ss6 
(549). Actual aver. May, May, June, ly, 1903, 15,66 


St. Joxeph, Medical Herald Herald, month'y. M sc 
Herald Co. Average for 1902, "2,475 ( 57). 


St, Joseph, News and Press. Daily aver. for 
1903, 80,418 (3) Last 3 mos. 1903, 85,065. 
St. Joseph, 300 8. 7th St,. Soges Fruit Grow- 
er,m’ly. Aver. for 1902, 28,287 (557). Rate #5c. 
per line. Circulation 80,000 copies guarant’d. 


St. Louis, Medical Brief,mo. J. J. Lawrence, 
A.M.,M.D.,cd.and pub. Av. for 1903, 87,950. 


National Farmer and Stock Grower, mo. Av. 42 
mos. end. Dec., 03,106,625. 1902, 68,588 (563). 


Louis, Star. ~~ Actual daily average for 
a, “64,878 ( 

St. Louis, The Woman’s M ne, monthly. 
Women and home. Lewis Pub.Co. Proven aver- 
age for 1902, 908,888. Actual proven av 
for first 9 mos, in 1903, 1,115,760. ep 

with ek, 1903, every ‘issue eae datas 0 excee: 


1,500, F tony t circula- 
icat in the world 


tion ofany 
MONTANA. 
Anaeonda, Standard. pa Sire 1903, 
10,809 (:). MONTANA'S BE, T NEWSPAPER. 
Butte, Inter- -Mountain, daily. Inter-Mountain 
Publishing Co. Average for for 1902, 10,101 (573). 


PR ya Inter- fowmte, evening. Actual sworn 

rgutation for ‘or 1903, 0.617 Gd Gk). Guarantee 

tan largest ctr circulation in ‘Beate of Montana, —_ 
reulation for January. 1904, aver. 14,18: 


Helena, Record, evening. Record x a 
1902, 7,974 (574). Average Jan- 


wary a to y ah Sist, 1903, 10,209. 


NEBRASKA. 

Lincoln, Daily Star. Actual average for 1093, 
11,165 (sf), January, 1904, 18,225. 

Lincoln, Deutsca-Amerikan Farmer, weekly 
(590). Actual woaroge Pn 1903, 158,525 (2k). 

Lincoln, Freie eekly (690). Actual 
average for 1903, eoaobcny 

Lineoln, Nebraska Teacher, monthly. Towne 
& Crabtree, pub. Average for 1903, &,810(%). 


Lincoln, Western Medical Review, mo. Av. 
endg. May, 903, 1,800, in 1902, 1,660 @0i). 
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Omaha, Den Danske Pioneer, wy, Sophus F. 


Neble Pub. Co, Average for 1902, 28,475 (604). 
Omaha, News, daily. Aver. for 1902, 82,777 
(604). First 9 mos, 1903, sworn aver. 40,055, 


NEW HAMPSHIRE. 
Franklin Falis, Journal-Transcript, weekly. 
Towne & Robie, In 1902, no iss no issue less than 8,400, 


Manchester, News, daily. daily. Herb. N. Davison. 
— ay oo) 
he @ Stuart, Y. haw, 160 Nassau St. 


NEW J —_- 
Achery Park, Press L. Kinmonth, pub. 
Actual average 1903, StO8 Gh. In 1902, 8,556. 
Camden, Daily Courier. Est. 1876. Net aver- 
age circulation for year end. Oct., 03, 6,885 (2). 
Camden, Oi se Actual daily aver- 
age, 1903, &,%798 (3), sworn, Jan., 1904, 5,889. 
Elizabeth, Evening Times. Sworn aver. /902, 
er (616). 6 mos, 1908, 4,288. 
YwTTE weekly. 8, P. Foster. 

ar ae, "eit *). 

Heboken, Observer, daily. Actual average 
1902, 18,097 (619); Sept., 1903, 22,751. 

Jersey Olty Evening Journal, <. Av. for 1903 
19,012 (sk). Last 3 months 1905, 20,659. 
Newark, Evening News. Even News Pu 

Co. Av. for 1903, d'y 58.896 (2). Sy 16,291 og 
Newmarket, Advertiser~’ Guide,mo. Stanley 
Day, publisher. Average for 1902, 5,041 1 (623). 


Red Bank, Deeiter. weekly, Est. 1878. John 
H. Cook. Actual average /903, 2,961 (2). 


NEW YORK. 
Albany, Journal, evening. Journal Co. Aver- 
age for 165, 16, 62% (3) ;December, '08, 17,056. 

Albany, Times- Union, ever every evening. Establ. 
1856. average for 1902, 25.204 (635). 

B penton. Evening Herald, daily. Evening 
Heral At verage for 1908, 1903, 11,615 (%#). 
iahes Qonster. yan Enquirer, even- 
ing. . e for 1902, morn- 
r 48.818, ‘evening 80,44 $0.40. (Gal). 

Buffalo, Evening ; News. I Dy. ¥. £93 geees 
(641). Smith & Thompson, Rep., N. icago. 

Catakill, Recorder, weekly. sh Hall, edi- 
tor. 1908 av., 8,408 (3k). Av. last 3 mo’s, 8,484. 

Cortland, Democrat, weekly. F. C. Parsons. 
Actual average for 1902; 2,228 (647). 

Av. for 1902, 8,255 eb. 





Average 





ene a aavit linvestiga 
ra. 7] vitor personactn' 
"Toith @ Stuart, NY. Rep. 150 Nassau St. 


Ithaca. ans da aay. sity. Ithaca Publishing Co. 
y ' 880 ( 


rw itr ang Dr 4 ). . for Jan., 1904, 
t @ Stuart, WY ce ¥. an 150 Nassau St. 


Le Roy. Gazette. Est. 1826. Av. '03,2,254 (sk) 
Larg. wy. circ. Genesee, Orleans & Niaga ra Cos. 
. Ni dy. A 1903, 4,487 ( 
onsenalivabae fdavit or Shout steele. 
mae York City. 
American Engineer, my. R. M. Van Arsdale, 
pub. Av. 1902, 8,816 (681). 40. for'as, 8,875 


American Machinist, w’y, machine construc. 
(Also European ed.) Ay "i 18,561 (© ©) (670). 


www Schweizer Zeitung, w dM Swiss 
= Co., a pl. Av. for 1902, 15,000 (671). 


Journal. Est. 1863. Weekly aver. 
fonvd, 9.08 (&). W.C. & F. P. Church, Pubs. 

Automobile Magazine, month Automobile 
Press. Av 


verage for 192 8,750 ( 36). 
ais6 i: 





Baker’s Review, monthly. W. 
publishers. Actual average for A+, 
Average for last three months 1903, 4, 


Benziger’s Magazine, family monthly. Ben. 
ziger Bros. Average for 190: for 1902, os Le 
Caterer, Ronthiy. ., Gaterer Pub. Hotels, 
Clubs, and Ay om . pened Pi year 
ending with August, P1002, Bet 5,888 (687). 
Cheerful Moments, month Ray ey Geo. W. Willis 
ishing Co. Average for 1902, 208,888 (687), 
Clipper, weekly (Theatrical), Krank Queen 
Pub. Co., Ltd. Aver. for 1902, 26,844 (00) 67), 
Delinentor, fashion mo. Butterick Pub. Co., 
Ltd. Est. 1872, Av. 1902, 721,909 (688). Act. ae. 
eire ha Jar 6 months ending June, 1903, 876,987, 


Goods, month], Max Ji $0 ck) 
shee. gofunl eoerads for wr in, Be ga 


El Comercio, m 
ard Clark Co. p Be - for or 108s & Bis 


Electrical Review, weekiy. Electri 
Pub. Co. Average for ‘or 1902, 6: 6,212 OC }) ao 


Elite Styles, monthly. nly. Purely fashion. Actual 
average for 1903, 62.125 ( B.125 (2). 


Engineering and Mining nie Journal, weekly, 
Est. 1866. Average 1902, 10,009, (© ©) (674). 


Forward, daily. Forward Association. Aver- 
= for 1903, 81,709 (667). 


Yaberdasher, mo., est. 1881. Actual average 
08, 7,166 {%; .) Binders’ vit and Post G 
receipts distributed monthly to advertisers. 


Hardware, semi-monthly. Average for 
8,802 (683); average Sor 1903, 1903, 9, 581.” om 


Hardware Dealers’ Magazine, morthly, In 
1998 no issue less than 17,000 (8). ( = . 


Junior Toilettes, fashion m monthly. 
huber, pub. Actual | average 1903, Paery (). 
Leslie’s Monthly Nogazine, New York. Average 
Qin ‘or the past 42 months (/903), 218,« 
nt average 5 eiroulanion 288,278. 


"aes Telegra aph, daily. Daily Telegraph 
Co., pubs. 


Average for 1902, Or 1902, 28,22S (668). 
Music Trade Review, music music _ and art week- 
ly. Aver. for 1902, 5, 452 ( (677, 


New Idea Woman's “aagazine 
New ‘dea Publishi 
av. tion 
1903, 179,500. 


New Thought M e, moved to pow / 
City. Average ending January, 1903, 29,289 
(183). Average ending December, 1903, 104,0tF, 
sworn, The only medion lium for New Thought people. 

Pharmaceutical Era, weekly , pharmacy. 
Haynes & Co., pubs., 8 Spruce 8 Spruce street. 


Pocket List of Railroad Offic jals, aly. Railr’d 
& Transp. Av. 02, 17,696 (702) ; av. ’03, 17,992 

Police Chronicle, weekly. Police Chronicle 
Pub. Co. Average for 1908, 4,914 (3). 


Printers’ ~~, weekly. Aj A journal for sdveriy 
Geo. ri well 


ers, $5.00 pe: 
Gores fer Vis, oti 1. iit Reinet a. pe 


1904, actual average 


1, 


fashions, m' 
Kstablished 1895. mek 
‘ag "six months ending Dec., 


D.O. 
(© ©) (679). 


Railroad Gazette, railroad and en 
weekly. 83 Fulton street. street. Est, 1856. (Oo) (as 
The Iron Age, weekly, est , established = 
676), bor tore than a ge A+ | 
tg publication in the hardware, iron, t. 3 
aud metal trades. 


Printers’ Ink awarded gigi U 7 
reunited Giboteensy —- tnscril coe 


“ ing been oun the one t: 
“* United les of ‘dmerioa @ that. pork i in all 
a renders Sts ing apy the best best 


service and 
‘or 








serves f 
“tion ‘etth a a puoiied dace 
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Central Station, monthly. C,Cuhine 
is for year ending May May, 1902, 5488 (687). . 

The Designer, fashions, shions, monthly. Standard 
othes Co. Established 1894. ual av. circu 
lation for six months ending December, 193, 
288.528. 

Ladies’ World, mo., household. Average 
iatmoid circulation, 1903, 480,155 (3k). 

The New York Times, gaily. Adoiph 8. Ochs, 

aw, 1902 A (© ©) (669). 


World. Actual aver. for 1903, Morn., 278,- 

ear ch), E’v'g, 857,102 (%). S’y, 888,650 (2k). 

Tollettes, fashion, monthly. Max Jagerhuber, 
publisher. Actual average fc Sor 1903, 61,800 (:). 

Wilshire’s Magazine. ine, Gaylord Wilshire, ed., 
\193 E. 23d St. Act. av. ending Sept., 1902, 46,000 
(1088), Actual av. first eight mos.. 1903. 100,6 

Reechester. Case and Comment, mo. Law. Av. 
for 1902, 30,000 (715) 5 4 year 4 years’ average, $0,186, 

Reh tady, Gazette, daily. A. N. Liecty. 

‘specane 108 16a, aaa (718). Actual average 
for 1903, 11,628 

Syracuae, po: Herald, daily. Herald Co. 
pab. Aver, 1903, dy.” 8,107(3k) Sy 88,496 (3k). 

Utiea, National Pioctrient Contractor, mo. 
Average for 1902, 2,292 (723 

Utiea, Press, daily. — Meyer, publisher. 
average for for 1902, 18,618 (723). ’ 

Warsaw, Western New Yorker, weekly. Levi 
A. Cass, me publisher. Average f for 1902, 8,468 724). 


Wellsville, Reports. ter. Only dy. and s. 8x 
Av. 1903, dy. 1.184(%); s.-wy., 2,958 ( %). 


Whitehall, Meter ty weekly. Inglee & Tefft. 
Average for 1902, 4,182 (726). 


woR‘s. CAROLINA. 
ee, S Obearver. North Carolina’s fore- 
most n Act. d’y av. 1903, 5,582 (+). 
By, C91 CEs conitsoiy, 800 (2k). 


Rolcigh. Biblical Recorder, weekly. Average 
1903, 8,872 (2). 


NORTH DAKOTA. 
Grand Forka, Normanden, weekly. Norman- 
den Pub. Co. Average for 1903, 5,451 (2). 


Roald, vay. Ae Av. for ’03, 5,479 (3). Guarantees 
5,60 Dakota’s BIGGEST DAILY. 
Lo Coste & et, N. Y. Rep. 

Wahpeton, Gazette. Aver. 1903. 1,564 (:f). 
Largest circ. in Richland County. Home print. 


OHIO. 

Akron, Beacon Journal. D’y av. 1903, bs 
(70). La Coste & Maxwell, N. Y., Kastern 

Ashtabula, Amerikan Sanomat, w s. pir go 
wards. Average for r 1902, 8,5 8,5. 58 (72). 

Cineinnati, Enquirer. Established 1842. Daily 
{Q©), Sunday (© ) (761). Beckwith, New York. 
Cincinnati, Mixer and Sers Lae i . Actual 
average for i 5% Mae _ an average 
Tat 1903, 48036 n Hotel — 


aurant ’ Int. aiienee and Ba 
nt rpc Ia, merica. WATCH UsGROW 


Cincinnati. Phonographic Magazine 
Phonog. Institute Co. Av. for 192, 10,107 704), 


Cincinnati, trade Re Review, m’y. Highlands & 
Highlands. Av. for 1902, 2,584 (765). 


Cinstonatt, Tegan Oene, dy. Cincinnati Times 
Star Pub. Act. aver. for 1902, 148,018 (761) 
Actual a ae Sor 1903, 05. 145,164 (). 

Cleveland, Current Anecdotes (Preacherws’ 
Mag.),mo. Av. year ending Dec., 34,03, st 


‘Cleveland, ge weekly. Tribune Pu 
lishing Company. Average for 1903, 80,247 he 





Columbus, Press, daily, democrati Press 
Printing Co. Actual av. for 1902, 24.989 (77). 

Columbus, Sales nt, month: Bi Moon, 
publisher. Average e for 1902, L988 GTi F 

ayton, News,dy. News Pub. Co. Average 
for 1008, 16,40% (sk), Februa February, 1904, 18,887. 
Mw +: on, Young Catholic Messe 
0. Geo h. Pile. ._ Aver. for 1908, 8 Task). 

" denenetan, Mell Be ld Co. Republican. In A 
ust, ’02, no issue less than 1,¢ 1,680 for 2 years (783) 

Springfield, Farm and m and Fireside, agricultural, 
B11 B20 (OO). Actual average for fret ata 

’ (800), av ‘or 
months, 1903,840,875. 

Springfield, Woman’s Home Companion, 
household monthly, est. 1873. Actual av. for 1902, 
862.666 (800). Actual average for first six 
months, 1903, 885,166. 

Toledo, Medical and and Surgical Reporter, mo. 
Actual average 1903, 10,088 (>i). 


OKLAHOMA. 

Guthrie, Oklahoma Farmer, wy. Actual 
eusrane 1004, 28,020 (). 

Guthrie. CRinbeme® _~ Capital 
Aver. for 1903, dy. 2 (sk), wy. ae ora (3k). 
Year ending Ji y rs oes, 4 19,868; wy. 28,119. 

OREGON. 

Astoria, Lannetar. C.C.C.Rosenberg. Finnish, 
weekly. Average 1902, 1,898 (820). 

Portland, Even Tel i. dy. (ex. Sun). 
Sworn cir. 03, 17,648 (2%). In’02, 16,866 (824). 


Portland, Pacific Miner, semi-mo. Av. zor 
ending Sept., 1902, 8,308; jirst 8 mos. 1903, 4,912. 


PENNSYLVANIA. 
Bellefonte, Centre Democrat 
Kurtz, Pub. Sworn aver. 1903, rat Oe ime 


Chester, Times, ev’g d’y. Av. 1903, 8,187 (3). 
N. Y. office, 220 Bway. FR. FR. Northrup, Mgr. 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
culation of the “ The Bulletin” for each day in 
aw month of ae 1904 : 








194,783 
Total for 25 days, 4,672,257 copies. 
NET AVERAGE FOR FEBRUARY, 


186,890 copies per day 


BULLETIN’S circulation figures are net; 
unsold, free and returned copies 


ss torent 
‘mM. L. MCLEAN, Publisher. 


Philadelphia, March: "B. 1904. 


THE BULLETIN goes daily into hiladel- 
phia homes than any other medium. zs os 
THE BULLETIN has b: 





many tho ds the 
— = circulation of any Philad elphia 
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Actual av. for 


Connellsville, Courier, weekly. 
5 (538). The “ Courier” has a daily 


meee 


OUTH DAKOTA, 





t upon ap 


Erte, Times, daily. Average foes tong 11,208 
(). E. Katz, Special Agent, New ¥ 


Harrisburg. Telegraph, dy. actualy aver. 


Ss 

Sioux Fats - Aree s Leader. Tomlin 
" daily average for 1008, Bane 

(15). Actual daily aver. Sor 1903, 8,882 (x), 


TENNESSEE. 


Chatt 





- EOBee iS): repr 
New York; Chas. A. Allen, Allen, Chicago. 
Philadelphia, American. Medicine, wy; Av. 
for 1902, 19 Bez (865). Av. March, 1903,16,827. 
Philadelphia, Camera 4, monthl: eal Ws 
Chambers. Average for 1902, for 1902, 6,7 


Philadelphia, Farm Jour Journal, hae ly. Wil- 
mer ag Compan pu blishers. verage 
for 1903, Prin ters’ Ink awarded 


the seventh poor Boia to a Journal with this 


Gearded June 25th, 1902, by 
“ Printers’ Ink, ‘The Little 

“ Schoolmaster’ in the Art of 

a ann, to the Farm 

 Jow After acanvassing 

“of © extending over a 

“period of half a year, that , among all 
those published in the Uni tate , has been 
** pronounced | the one that best serves its purpose 
“asau an Sor the agricultu- 
“ral peaetion. and as an effective and economi- 
‘cal medium for communicating with them, 

“ through its a vertising colu columns.’ 


Philadelphia, Press. Av. circ. over 100,000 
daily. Net average for Feb., 1904, 121,061. 


Philadelphia, Public is r, daily. Adolph 
8. Ochs, publisher. OO) (8h 


wey aie Reformed | Church Messenger, 
Archst. Average for 1903, 8,558 (2). 


Ah cesnaeess Sunday School Times, vio ful 
Average for 1902, 101,815 (869). Average { to July 
1, 1903, 108,057. Religious Press Asso., 


Pitteburg, Chronicle-Telegraph. Aver., 1902, 
yrs (875). Sworn statement un application. 


Pitta Gazette, d’y and Sun. Aver. d’y 
1902, Co 2: (876). Sworn statem’t on application. 
Pitteburg, Labor World, wy. Av. 1903, 18,- 
08 8(:). Reaches best pd.class of workmen in U.S. 


Pitteburg, Times, toby. Wm. H. Seif, pres. 
Average for 1903, 64,648 (sk). Average first six 
months 1903, 64,871. 


anton, Times, every evg. E. J. Lynett. Ar. 


for’ 1903, 21, 604 (x). La Coste & ‘Marvell, N.Y. 


Warren, Forenings Vannen, Swedish, mo. 
Av. 1902, 1,541 (889). Circulates Pa.,N. Y.and 0. 

Washington, Reporter, porter, daily. John L. Stew- 
art, gen. mgr. Average for 1902, 5,857 (889). 


Weat Chester, Local News. daily. W. H. 
Hodgson. Average for 1902, 15,086 (890). 


We eeameegers. Grit. America’s Greatest 
Week Wy, Net paid average 1903, 181.868 (). 
ith & Thompson, Reps., New few York and Chicago. 


ae Dispatch, daily. Di p> Publishing 
Co. rage for 1903, 8,108 ( 


—. ISLAND. 
Providence, Dai ournal, 16,485 (%) (OO), 
Sunday, 19,892 ( Oo). Evening Bulletin 86,- 
886 (2) av. 1903. rovidence Journal Co., pubs. 
, Sun. Geo. H. U Utter, pub. Avera 
1903, My esse le), ons y daily in 80. Rhode foland. 


SOUTH CAROLINA. 
Anderson, People’s siren, weekly. G.P. 
Browne. Aver. 1903, no issue less than 1, 50 (3h). 
Charleston, Evening Post. 

average for 1903, 2,842 (+). 


Columbia. State, daily. State Co., publishers. 
Actual average for 1903, daily, 6.5 568 +); semi- 
weekly, 2,015 () ; ‘Pundaw, 7,705 (%). 





Actual daily Fe 


Southern Fruit Grower, mo. 
Actual average 1903, 12,855 (%). Rate, 15 cents 
per line. Average for January, 1904,19,177%, 
Gallatin, Semi-weekly News. In 1902 no issue 
less than 1,850 (923). rst 6 mos. 1903, 1,425, 


Knoxville, Sentinel, 
ay 12,278: 1278, 


daily. 
9,691 (2k). 6 mos. ’03, 10,168. Feb., 
Lowteburs Tribune, semi-week] w. 
Carter. Actual average 1903, 1,201 Ck). sd 
Memphis, Commercial A on 
and weekl verage / vos daily’ an 
Sunday 8 +080 Fy weekiy 74,821 x (%), ay 
Dec,. 1903, dy. 28,9 Sy. 41,470, wy. 81,861, 
mphis, Morning News. Actual daily aver- 
wae 1902, 17,594 (2); Feb., 1904, av. 19,815, 
Nashville, Banner, dail Ay. for ear en 
oe. 1903, 16,078 (929) y v. for Mh 108 80 
. Only Nashville d’ ay eligible to Roll ‘of Honet 


eo Christian Advocate, w Bigham 
& Smith. Average for 1902. 14.241 Un) 


Nashville, Merchant | a and Manufacturer 
Commercial; monthly. Average for nine months 
ending December, 1908, , 5,111 (3). 

Nashville, Progressive Teacher and Southw'n 
School Journal, mo. Av. for 1902, 8,400 (930), 


TEXAS. 

Pallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisber. Average for 1902, 1, 000 (944), 

ten Denton Co. Record and Chronicle, 

C. Edwards. Av. for 1902, 2,744 (945). 

a Pane Herald, dail Average for 1902, 
8.245 (946). J. P.S: Smart, Di irect tative, 
150 ) oomny St., aad York. In the latest issue of 
lati na ofthe f “dat ty pers of Bt Piao eras 
lations 0, ef ‘wo dai a, 30, Texas, 

one. don 8 the accur 


yh 44 the 

7, bast. it has recentl 

— Temes” rating Prominlente - 
RINTERS’ nx, July 22, 1903. 


La Perte, Chronicle, weekly. G. 4 Kepple, 
publisher. “hverage for 1902, for 1902, 1,229 (954 


Paria, Advocate, dy. W.N. Furey, ol Act- 
ual +a 1903, 1, 827 (sk). 


rat. Av., 1903, dy., 1,019(#) 
wy 95850. i Taguer ads excluded oliett 
ness. 24 years wader came Doneguadlt 


UTAH. 
Ogden, Standard. Wm. 
for i902, daily 4,028, semi San ekiy 8 Obt Tay 


VERMONT. 


Barre, Times, daily. F. FE. Langle Aver. 1902, 
2,854 (974). Last six ix months 1908, 288 


Burlington, Free Press. A Actual daily average 
1903, &.&66 (3). Circulation examined by Ass’n 
of. of Amer. Ad, Only Vermont paper examined. 


Burlington, News. Jos. Auld. Actual wand 
aver, 1903, &,046 (2), aver. December 5,886. 


sinatians VIRGINIA. 
orfo Dispatch, daily. Daily ave for 
1902, 5,098 (985). Actual av. for 1903, ¢,48% (3). 
Richmond, News Leader, pA evening ex- 
cept Sunday. ” Dail avera Moruia ‘ebruary /, 1908, to 
ry 1, 1904, 27,414 ea The largest Cire 
culation between’ Washington and Atlanta. 


WASHINGTON. 





Spokane. Saturday Spectato: A 
Leake. Average for Jon 5.886 OM — 





a a 
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. Daily News, ye Av. 02, 18,659 (1000). 
sn tion Ht 14,014. Saturday issue, 17,222. 
+ 190%, 10,9865 8y., 

14i05) wy. a Uais | 4 tt Av. 7 mos, 1908 
‘by. 12,8 05 Sy. I 15,5005 wy, 8.500. 
py a pn . ¥.d Chicago 


WEST VIRGINIA. 
Parkersburg. Sentinel, daily. R.G. Hornor, 
pub. Average for 1902, 902, 2,804 (ic sr 


heeling, News. -d’y and 8” 0. 
scene ce ay 8,026, Sy 8508 GU). 


WISCONSIN. 
Madison, Amerie, at. Amerika Pub- 
lishing Co. Average for 1902 ‘or I 496 ch 
il kee, Badger, month! 
ox Aver. for yea ear endin Mak, so, 85,98 2 oan; 
since October, 0,000. Rate bay 300. a Ui 


Milwaukee. Journal, daily. pian Co. "Fab » 
Av. end. Feb., 1903, 88,504 (sk). Feb.,1904,81,742 
Under $50,000 Bond. 

1633 Monadnock Block, Chicago, Jan. 23, 1904. 
fessrs. E. the Heaney, Julius, Simon om, Fk K. 


nee with your ‘instructions, enamined 
fe eccorsanes of the petonns Set y newspapers 
for the year entling October 34, 4 

The Milwaukee pettnd, 

the Free Press, 

The Milwaukee Journal, 

The He 


The Germania-Abend Post. 
Detailed reports of each o, papers have 
been handed you Bing lh uv een request The 
segrons ws cond 8 ey of repor' a 


We ho recente ourselves at the offices o; 
abe WISCONSIN and Tie Dart 


n th our ructio’ 
WE WERE DENIED ACCESS TO THEIR 
BOOKS AND RECORDS. 


Yours fait ‘ully, 
a Mod ART & YOUNG. 


[NOTE.—The publish of The Evening Wis- 
consinand The ‘Milwaukee Daily News also > 
Sused to allow their records to be examined by the 
y ntative of the Association cd American 

rtisers when requested to do 8c 
THE Jot RNAL CO, 











Milwaukee. Fvening Wisconsin, d’y. Evg.Wis- 
consin Co. Av. for 1903, 21,981 ( (sie), December, 
19038, 25,090; February, 1904, 190k, 25,758 (©0). 

Oshkosh, Northwestern, daily. Average for 
1908, 6,488 (3). A 

Raeine, Journal, daily. Journal Printing Co. 
Average for 1903, Sco Gk). 

Raeine, Wisconsi: turist, weekly. 
Are rage. tor 1902, 22,545. (1039), Ror 190° 

(3k). Adv. — inch. 

Waupaca, Post, w ‘ost Pub! Co. 

Average Tor 1902, retry ak yy bo t. 


BRITISH COLUMBIA. 
Vancouver, Province, daily. W. C. Nichol, 
publisher. Average for 1902, for 1902, &, 987 (1051). 
Victoria, Colonist, daily. Colonist P. & P. Co. 
Average for 1902, 8,574 (1051). 


MANITOBA, — 
Winnipeg, Free Press, 
ones or 1903, daily, 18, a4. se eect, 
18,908 (3). Daily, February, 1904, 4,958, 
Winnipeg, Der Nordwesten, German w’y. Av. 
Sor 1903, 9,565 (4), only mediu.n in special fiela. 
NOVA ee CAR. 


Halifax, Herald Mail. 
8,571. Av. 1903, 9.041 oo Dec., 1903, in “ers.” 


ONTARIO, CAN. 


Toronto, Canadian Implement and Vebicle 
ni monthly. Average for 1903, 5,875 (%). 


eronto, Star, daily. A ‘or 1903, 20,« 
971 (3). January, 1008, 26.844, J 
QUEBEC, CAN. 

Montreal, Herald oh) Est. 1808. Actual 

average for 1903, 22,518 


Montrea 1, La Presse. 1 Tree Berthianme, p> 
lisher. Actual ony, 70,420. 
Average to Sept. Fre 1903, ia BO 

Mentos, ao, dy.&w mm & Co. Av. 
for 02, dy, 55.079, wy. 121. A130) Six mos. 
end. May 3/, '03, dy, av. 55,147, wy. 122,157. 


Actual contact with advertisers 


demonstrates the fact that they 
consider the Roll of Honor the 
most important and most practical 


step in scientific advertising. 


There is no waste in Roll of 


Honor advertising. 
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MONTPELIER prs ONTTY 
290 PAR FOO 
700 
EDGERTON 
rr npcupaty "EGEEPN 400" 
STRYAER "735° aad 
POP. 120 
BRYAN 445 
POR F131 
~~ eae 
350 ole Gaée Ov 
HNTWERP neque 


ie’ ~sanel CONTINENTAL 


VAN V amr 





— LETPSTC 
ieios Toledo “as Mainicitions Ohio = ad 


ne OLTAWE DLZUHLER 


The Times and News-Bee 332° ws 


The aim of each advertiser is to completely cover 
the field in which he is spending his money. 

The above map shows just how thoroughly north- 
western Oh'‘o can be covered by using THE TOLEDO 
TIMES AND NEwS-BEE. 


“Stay” 30,666 











CIRCULATION GAIN 


IN A SINGLE YEAR 
20,969 


Advertisers get that much more 
for their money than a year ago. 














THE CINCINNATI POST 
THE TOLEDO TIMES AND NEWS-BEE 


Having a combined circulation of over 384,0 


D. J. RANDALL, 53 Tribune Building, NEW YORK 
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9O —UILL BURY 
AS 
QERRYSBURG 


PWOODVILLE 
PoP. 500 
200 
PENMBERVIILE 
POP. 900 


GC GREEN 1735 
JERRY CITY 
gO 


G/BSONBURG 
POP. $85 


FREMOQK. 
POP. 1748 ark 600 CLYDE’ 
Pee“ /90 “1350 


US/NG SON 
dO 


DURGOON 
IS 


LIF FIN 


PoP /0&o1 


FOO 
NEW WA SHINETON, Rl Cony LE 











SOME GUARANTEES: 


The circulation of THE TOLEDO TIMES AND NEws- 
BEE is double that of any other To Toledo daily 7 paper. 
The ——— of THE 1OLEDO TIMES AND 
Bre is greater than that t of any other da: 
r in Toledo or in A ag except in the cities of 
Cigveland and Cincinn 
The circulation of THE TOLEDO TIMES AND NEws- 
BEe in the city of Toledo is qreater than the entire 
ba and country circulation of any other Toledo 


“fhe stuenietion of Tae Tonmpe 7 ILEDO TIMES On rural 
mail rou larger than that of any morning pa- 
per in Ohio, except one in Cleveland. 














OWN AND CONTROL 
THE ST. LOUIS CHRONICLE 
AKRON PRESS THE COVINGTON (KY.) POST 


orm daily. All books, etc., open for investigation. 


I. 8. WALLIS, 106 Hartford Building, CHICAGO 
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A JOURNAL FOR ADVERTISERS. 
t@ Issued every Wednesday, fubscription 
price, five dollars a year, in advance, Ten centsa 
copy. Six dollars a hundred. 





ADVERTISING RATES: 
Classified advertisements set in pearl, begin- 
ning with a two-line initial letter, but containing 
no other type laiger than pearl, 10 cents a line, 


& page. 
Displayed advertisements 20 cents a line, pearl 
measure, 15 lines to the inch ($3); 200 lig es to the 


page ($40). 
for specified position (if granted), 25 per cent 


onal, 
For position (full page) on first or last cover, 
double price. 

For second page or first advertisement on a 
right-hand page (full pages) or for the central 
double pages printed across the centre margin, 
50 per cent additional. 

On time contracts the last copy is repeated 
when new copy fails to come to hand one week 
in advunce o' ay of publication. 

Contracts by the month, quarter or year may 
be discontinued at the pleasure of the advertiser, 
and space id for rata, 

Two lines smallest advertisement taken. Six 
words make a line. 

oe | ona appearing as reading matter is in- 
serted free. 

Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 





Cuares J. ZINGG, 
Business Manager and Managing Editor, 
OFFICES: NO, 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill, Ec. 


NEW YORK, MARCH 16, 1004. 
A SENSIBLE VIEW. 














“Abuses of Public Advertising,” 
a lengthy article in the March At- 
lantic Monthly, is of interest to 
advertisers because it treats the 
opposition to billboards and paint- 
ed bulletins in a rational way. 
Charles Mulford Robinson, the 
author, is an authority on civic art 
and a member of several associa- 
tions that lead the movement for 
beauty in cities and the landscape 
along railroads and highways. He 
begins by stating his belief that ad- 
vertising is a thoroughly creditable, 
important, and even indispensable 
part of trade. Its benefit is scarce- 
ly less to the consumer than to the 
producer. Discussion of its 
“abuses” deals simply with the 
wrong use of a good thing. If the 
public did not need advertising it 
would not long be profitable to the 
advertiser. Radical opponents of 
outdoor advertising have main- 
tained that all announcements 
ought to be made in newspapers 
and magazines, but Mr. Robinson 
believes that outdoor advertising 
is a real convenience, calling at- 
tention to necessities and luxuries 
of taBle, toilet and dress that, would 
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never be known if the public had to 
look them up in papers and maga- 
zines. While the defacement of 
scenery has called forth much pro- 
test and a little legislation, he con- 
siders that there is no public de- 
mand that outdoor advertising be 
wholly suppressed—only that it be 
regulated. This has been done 
with considerable success in Euro- 
pean cities, and the municipalities 
have in some cases derived a large 
income from a tax on billboards, 
Excessively high billboards and 
sky signs are objectionable, as well 
as dangerous from their liability to 
fall or take fire. Advertisements 
nailed to trees are an outrageous 
abuse. The location of billboards 
near parks or places where people 
go for rest, as at the seashore or 
mountains, is also an abuse. The 
more far-seeing advertisers, how- 
ever, gain their ends in other ways. 
Even if all the abuses of outdoor 
advertising are prohibited by legis- 
lation there will still be plenty of 
room to advertise effectively by 
this medium. Instead of mere 
bigness and number of advertise- 
ments the outdoor advertiser 
would accomplish his purpose by 
attractiveness. It has been found 
more effective to put colors to- 
gether harmoniously than to shock 
the eye. Jingles, clever names and 
well-drawn pictures accomplish 
more than shouting. The attempts 
to tax billboards and_ posters 
have so far failed in this country. 
The bill introduced into the New 
York legislature last winter, pro- 
viding a tax of one cent per two 
sqare feet, was killed by labor in- 
terests, and a similar measure fail- 
ed in Illinois. But the bills that 
appear from time to time in the 
different State legislatures show a 
strong sentiment against advertis- 
ing abuses. Any serious extension 
of the abuses is likely to provoke 
adverse legislation that will be 
costly to advertisers. The present 
status is, however, that the public 
does not want to suppress outdoor 
advertising altogether, while ad- 
vertisers show a disposition to re- 
spect public sentiment, and do not 
wish to offend. There is no war 
to the death, and the whole matter 
bids fair to be mutually adjusted 
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to the advantage of everybody con- 
cerned, zsthetically or financially. 
Mr. Robinson thinks it a grievous 
mistake to erect billboards adver- 
tising a city at its railroad stations. 
The practice is growing, particu- 
larly in the West, where it is the 
fashion to have a town-sign for the 
information of the traveling public. 
The town-sign, in his opinion, re- 
yeals a crudity of opinion in the 
town that erects it, and is far from 
being good advertising. An amus- 
ing incident is told of the Academy 
of Design, in New York City. This 
association of artists purchased a 
site for a beautiful new building 
and let the fences surrounding the 
lot for advertising purposes. These 
were covered with huge bulletins 
advertising a five-cent cigar, while 
in the same premises the associa- 
tion was conducting free art 
classes in an effort to train the 
tastes of the youth of New York. 
Mr. Robinson cites this as an il- 
lustration of his belief that not all 
advertising abuses are committed 
by advertisers. 





AN engraving department is the 
latest addition to the plant of 
Barnhart & Swasey, San Fran- 
cisco. This agency began business 
in one small office in 1899, starting 
with a stenographer, an office boy 
and about twenty clients. .To-day 
it occupies an entire floor in the 
Crellan Building, San Francisco, 
with over 10,000 feet of floor 
space, and employs sixty-seven 
people. 








There is a great difference be- 
tween the TRAVELER that was 
and the TRAveLer that ¢s. 
Worth your while to know about 
it. Buy the TRAVELER to-night. 
Costs but a cent. 











A card appearing in the Boston surface cars. 

It is said that in heaven there is 
more rejoicing over one sinner that 
repenteth than over ninety and nine 
just persons that need no re- 
pentance. 





Tue H. B. Humphrey Company, 
227 Washington street, Boston, are 
placing the advertising of Red- 
ding’s Russia Salve. 
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Miss M. R. MIDDLETON, 223 W. 
I2Ist street, New York, represents 
the Religious Press Advertising 
Syndicate of Clinton, S. C. 





Tue Fourth Estate, one of the 
Little Schoolmaster’s most aggres- 
sive babies, is ten years old with 
the March 5 issue, and observes 
its birthday in a fine jubilee num- 
ber containing a summary of news- 
paper history for the past decade. 
Mr. Birmingham attributes the 
success of his journal to “a strict 
adherence to business principles 
and hard work—nothing else.” 
Those who know Mr. Birmingham 
and his methods will concede that 
he is all business, as well as a 
capable and tireless worker. 





THE postal appropriation bill, as 
reported to Congress, provides 
$20,180,000 for rural routes, or 
$5,180,000 more than was asked 
for by the Post Office Department. 
Rural carriers’ pay is to be raised 
from $600 to $720 a year, and it is 
provided that they shall not here- 
after be permitted to solicit busi- 
ness or receive orders of any kind 
from any company, firm or person, 
or carry merchandise for hire dur- 
ing their hours of employment. 
The Postmaster-General is em- 
powered to enter into a contract 
with the New York Central for a 
post office in its new station in New 
York City. 


An English court has decided 
that a newspaper publisher has 
the right to reject an advertise- 
ment, even when the advertiser of- 
fering it has a contract with the 
paper for space. An automobile 
company submitted an ad to the 
Autocar, a British auto publica- 
tion. The copy contained the state- 
ment that the company was the 
largest manufacturer of “com- 
ponent parts” in the world. This, 
the publisher alleged, was not the 
fact. The ad was refused and the 
auto company brought suit to com- 
pel the publication to publish the 
ad according to contract. The 
court found for the publisher, 
sustaining his right to reject the 
ad, but the auto company was 
awarded $250 damages, 
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AFTER a prolonged illness, re- 
sulting from an ulcer of the 
stomach, John S. King, who for 
many years was prominently iden- 
tified with the publishing interests 
of this country, as well as military 
and Masonic affairs, died at his 
home, 1063 Bergen street, Brook- 
lyn, on March 4. At the time of 
his death he was treasurer of the 
David Williams Company of New 
York and business manager of 
their various publications, includ- 
ing the Iron Age, the Metal 
Worker and Carpentry and Build- 
ing. Mr. King was born at Mid- 
dletown, N. Y., on October 1, 1841, 
where, as a young printer, he an- 





TOHN S. KING. 


swered the first call for volunteers 
in the Civil War and enlisted as a 
private in the Eighteenth Regiment 
of New York Infantry. He served 
until the regiment was disbanded, 
when he re-enlisted, entering the 
One Hundred and Twenty-fourth 
New York as first lieutenant. At 
the close of the campaign he was 
acting adjutant of his regiment. 
He passed unharmed through all 
the campaigns of the Army of the 
Potomac, until he was seriously 
wounded by one of the last shots 
fired in the battles before Rich- 
mond directly before its surrender. 
His injury confined him to the hos- 
pital for many months after the 
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close of the war and frequently in. 
Capacitated him even in recent 
years. In 1 he came to New 
York City, and the year following 
became business manager of the 
Iron Age and allied publications 
published by David Williams, Ip 
1898, when the David Williams 
Company was formed, he was 
made treasurer. He retained the 
business management of the pub- 
lications of the company and upon 
its organization was also made 
treasurer and general manager of 
the Williams Printing Company. 
Mr. King was very active in Ma- 
sonic affairs in New York, being 
a member of Hyatt Lodge, No, 
205, F. and A. M.; Constitution 
Chapter, No. 230, R. A: M.; Pale- 
stine Commandery, No. 18, Knights 
Templar; Aurora Grata Consis- 
tory. Scottish Rite Masons, and 
Kismet Temple, A. A. O. Nobles 
of the Mystic Shrine, being a 
trustee of the latter body. He was 
a member of the Brooklyn Masonic 
Veterans, the Aurora Grata Club 
of Brooklyn, the Sons of the Am- 
erican Revolution, the Grand Army 
of the Republic, the Loyal Legion, 
the Society of the Army of the 
Potomac, the Hardware Club, and 
the Union League Club of Brook- 


lyn 


THE capital of the Daily Star, 
Lincoln, Neb., was increased to 
$250,000 at the recent meeting of 
the stockholders. This extra cap- 
ital will be devoted to improving 
the paper’s service and to the es- 
tablishment of a complete job 
printing plant to be conducted in 
connection therewith. The Star’s 
first issue appeared in October, 
1902, since when it has been highly 
successful. In the Roll of Honor 
it is credited with a daily average 
of 13,225 copies for January, 1904. 








Tre J. E. Van Doren Special 
Agency, Temple Court, Manhat- 
tan, N. Y., announces that begin- 
ning May 1, 1904, they will no 
longer represent the New Orleans 
Item, and that all business should 
thereafter be sent to the Smith & 
Thompson Special Agency, Potter 
Building, New York City, 
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A MAGAZINE similar to the 
Four-Track News is to be pub- 
lished at the Chicago office of the 
Santa Fé System, it is reported. 
It will be called the Earth, and 
deal with the Southwest and the 
Southern Pacific coast. 





Ten bills dealing with various 
phases of the trading-stamp ques- 
tion are before the Massachusetts 
legislature. Two of them are re- 
garded as certain to pass, as well 
as being constitutional. Several 
large meetings of retailers have 
lately been held to indorse this le- 
gislation. 


A suit decided in New Jersey 
in favor of the International Silver 
Co. reaffirms the well-established 
legal ruling that a trade name 
made valuable by advertising can- 
not be infringed by some one who 
happens to bear the same name. 
Suit was brought by this company 
against the William H. Rogers 
Corporation, of Plainfield, N. J., 


‘to restrain the latter from using 


the name “Wm. Rogers” on silver- 
plated ware. The International 
Silver Co. is the successor of the 
original Rogers companies of 
“1847” fame, and held that the 
name was a valuable asset in its 
business. The defendant protested 
that use had never been made of 
the original Rogers trademark, 
and maintained the right to use 
its own corporate name on its pro- 
duct. The court decided that “the 
William H. Rogers Corporation 
should be enjoined from advertis- 
ing its wares in its corporate name, 
or in the name of ‘Wm... H. 
Rogers,’ or in any name of which 
the word ‘Rogers’ in connection 
with the word ‘William,’ abbrevi- 
ated or unabbreviated, is part, and 
from stamping, selling or otherwise 
disposing of its wares in those 
names, or any of them.” The New 
Jersey company is not enjoined 
from using the name “Rogers,” the 
president of the corporation, how- 
ever, so long as it is made distinc- 
tive by his first name, “W. Henry,” 
and accompanied by the name of 
the town where the company’s 
goods are made, 





THe White Eagle Pharmacy, in 
Berlin, Germany, recently celebrat- 
ed its 200th anniversary, says Red 
Cross Notes. It has been open 
continuously since its establish- 
ment in 1703. 


THE moving spirit of the Na- 
tional Biscuit Company is A. W. 
Green, chairman of the board of 
directors. Sixty-one years old, 
and a native of Boston, he has had 
a career embracing teaching, the 
direction of a mercantile library, 
law and politics. Much of the 
work of forming the National Bis- 
cuit Company in 1898 was his, and 
he was prevailed upon to give up 
his law business and devote him- 
self to the corporation’s interest. 
One of his first discoveries was 
that the chief branch of the biscuit 
trade consisted of biscuit and 
crackers in bulk. This seemed a 
crude method. of handling the 
goods, and he conceived the idea 
of packing the best grade in air- 
tight cartons. The superior qual- 
ity would secure for his company 
the advantages of a good will 
which would increase in value as 
the sales increased. The outcome 
was Uneeda Biscuit, which are to- 
day more widely used than any 
other food product has ever been, 
it is said, and which have driven 
from the market the cheaper 
grades of goods to an amazing ex- 
tent. The success of Uneeda led 
to the perfection of the In-er-seal 
package, which has been made so 
well known through advertising 
that it is now difficult to sell pack- 
age goods of any other make. 


I acknowledge my per- 
sonal indebtedness to 
PrinTERS InxK for its 
numberless good points 
and its unequaled value 
as a medium of communi- 
cation between the pub- 
lisher and the advertiser. 
—Victor F. Lawson, 
Publisher Daily News, 
Chicago, March 7, 1904. 
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Tue Record-Herald is the only 
morning paper in Chicago that 
dare publish its circulation. 


Arter fifty years of successful 
business, the firm of H. Muhr’s 
Sons, jewelers, Philadelphia, 
wound up its business on March 1. 
The store is now occupied by S. 
Kind & Son, who are rapidly forg- 
ing to the front in the jewelry and 
diamond business, 

Mr. GEORGE H. DANIELS, publisher 
of the Four-Track News, has filed a 
detailed circulation statement for the 
1904 issue of the American Newspaper 
Directory, showing that the average 
circulation of his magazine was 59,584 
copies per month for the year ending 
April, 1904. The April, 1904, issue 
is 90,000 copies. ‘ihe next step for 
the Four-Track News is the Roll of 
Honor. 





W. B. Curtis has resigned as 
vice-president of the Humphrey 
agency, Boston, owing to ill health, 
and is succeeded by C. A. Chand- 
ler, formerly treasurer. W. E. 
Bowen, cashier, was elected to Mr. 
Chandler’s place at the recent 
meeting of directors. H. 
Humphrey is continued as presi- 
dent and W. E. Soule as secre- 
tary. 





SoME months ago an association 
of California grape growers offer- 
ed $25,000 for a process of ex- 
tracting cream of tartar from the 
grapes of that State. The offer 
was widely advertised, and now a 
resident of Tipton, Iowa, has sub- 
mitted a process which promises 
to be of value. The discovery of 
an effective method would greatly 
increase the grape industry of the 
Pacific Slope. 

Tue Christian Observer, Louis- 
ville, founded in 1813, is said to be 
the oldest religious paper in the 
world. H. T. Pollard, advertising 
manager, issues a new rate card 
. for 1904, with a printed statement 
of circulation showing a weekly 
average of 17,806 for the year. The 
December average was 90,000. This 
publication is entitled to entry im 
the Roll of Honor, 


PRINTERS’ INK. 








Mr. JAMEs M. Dun ap, former- 
ly city editor of the St. Louis 
Chronicle, has accepted a position 
as city editor of the Peoria, ‘Ill, 
Journal. 


Att issues of the Baltimore 
News for two weeks following the 
great fire were printed in Wash- 
ington by courtesy of the Wash- 
ington Post. The paper then re- 
turned to its own city, appearing 
from a fully equipped establish- 
ment, the plant being practically a 
duplicate of the one destroyed. 
Some of the difficulties of reorgan- 
ization can be realized when it is 
stated that a great bare room with- 
out floor or ceiling was converted 
into a composing room, press and 
engine room, stereotyping depart- 
ment, mailing room and _ edi- 
torial quarters. Foundations were 
built for the machinery, and though 
the News was fortunate enough 
to secure the complete plant of a 
first-class daily newspaper, the ma- 
chinery needed careful overhauling 
atter two years’ idleness. 


AT the annual meeting of the 
Association of American Adver- 


B. tisers held recently in New York 


practically the same officers were 
elected as have served the past 
year. C. W. Post is president, Dr. 
V. Mott Pierce is vice-president, 
E. J. Baker, of Scott & Bowne. 
secretary, G. M. Campbell, Jr., of 
Hall & Ruckel, treasurer. Board 
of Control, one year: Emery 
Mapes, Cream of Wheat Company, 
Minneapolis, Minn.; A. H. Beards- 
ley, Miles Medical Company, Elk- 
hart, Ind.; J. N. Jaros, Mariani & 
Co., New York; C. A. Sheffield, 
Corticelli Silk Mills, Florence, 
Mass.; C. H. Brampton, American 
Cereal Company, Chicago, IIl.; Al- 
bert E. Clark, Joseph Campbell 
Preserve Company, Camden, N. J. 
Board of Control, two years: E. 
H. Mullin, General Electric Com- 
pany, New York; Oscar E. Bin- 
ner, Lever Brothers’ Company, New 
York; H.L. Kramer, Sterling Rem- 
edy Company, Kramer, Ind.; Bert 
M. Moses, Omega Chemical Com- 
pany, New York; F. E. Thompson, 
Moxie Nerve Food Company, Bos- 
ton, Mass. 
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Notes on New Remedies, a 
quarterly periodical sent chiefly to 
physicians, published by the phar- 
maceutical house of Lehn & Fink, 
120 William street, New York, has 
been remodeled and made an 
agreeably compact and sightly 
little journal. 





A MEETING of Connecticut news- 
paper publishers was held February 
11 in New Haven and an organiza- 
tion formed under the name of 
“The Connecticut Associated Dai- 
lies.’ The object of this associa- 
tion is to bring publishers together 
socially, and also to gather facts 
and undertake other business work 
on a co-operative basis. The as- 
sociation has been under contem- 
plation a long time, and it is in- 
tended that it shall include every 
daily paper in the State. At the 
meeting there were represented 
the newspapers of Hartford, New 
Haven, Bridgeport, Ansonia, Wa- 
terbury, Danbury, Norwich, Mid- 
dletown, New London and Meri- 
den. Officers will be elected at a 
later meeting and the organization 
perfected. 





THE advertising value of a pub- 
lication going chiefly to boys would 
seem to be limited, in theory. In 
practice, however, it is wide. The 
American Boy, Detroit, issues a 
list of 227 advertisers whose an- 
nouncements appeared in _ the 
March number, and the commodi- 
ties advertised include bicycles, 
clothing, coins, electrical appara- 
tus, incubators and poultry, jewel- 
ty, sporting goods and _ indoor 
games, musical instruments, type- 
writers and office supplies, old 
postage stamps, toilet articles, 
books and pictures, mail order 
novelties, watches, candy, seeds 
and garden supplies, together with 
the announcements of thirty-four 
correspondence and private schools. 
Among the things that advertisers 
think will appeal to boys are shav- 
ing soap, incandescent lamps, pre- 
pared paints, washing machines, 
Swiss clocks, fire kindlers, vapor 
bath cabinets, Karo Corn Syrup, 
Grape Nuts, Postum Cereal, pa- 
tents and hair restorer. 
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AN appropriasion of $20,000 is 
asked for by the Coffee Planters’ 
Association of Porto Rico to ad- 
vertise that island’s coffee in the 
United States. 


Tue Four-Track News now has 
136 pages of reading matter, and is 
perhaps the best value for the 
money to be obtained in magazines, 
the price remaining five cents. Mr. 
Daniels states that the present edi- 
tion is 80,000 copies monthly, and 
invites attention to the fact that 
the magazine is only two years and 
three months old. Two years ago 
it was a railroad folder. Copies 
go to every court !: Europe, and 
one of the subscribers is the Shah 
of Persia. A Portuguese army of- 
ficer at Lisbon, in renewing his 
own subscription recently, sub- 
scribed for five others. Subscrip- 
tions and requests for sample 
copies come from India and China. 
Mr. Daniels recently received a 
letter from the railway editor of 
the Boston Herald in which he 
said that “every line in the Four- 
Track News is a rivulet of infor- 
mation that, united, constitutes a 
reservoir of valuable knowledge” 
—and he thinks the price should 
be a dollar the copy. 


The benefit of reading 
PRINTERS’ INK asacourse 
of instruction in the art 
of advertising seems to 
me to be summed up in 
this statement: That it is 
a well-edited compendium 
on the subject; that it 
gives the results of ex- 
perience with intelligent 
comment and suggestion; 
that it does not exploit 
fads. In fact, that it is 
both practical and in- 
structive.—/. Z. 
Seymour, General Man- 
ager Chicago Record- 
Herald, March 1, 1904. 
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THE advertising of S. H. Davis, 
the Boston hardware man, is being 
placed in local papers by the H. B. 
Humphrey Company, 227 Wash- 
ington street, Boston. 


Tue R. H. Macy & Co. suit 
against the American Publishers’ 
Association has come to a termina- 
tion, the courts sustaining the ver- 
dict given about a year ago that 
the publishers’ organization, in at- 
tempting to restrain the department 
store from cutting book prices, is 
interfering with lawful trade. The 
store refused to sign an agreement 
to maintain prices, and brought 
suit when the association cut off 
its supplies of books. 








Saint PETER opened the Great 
Roster at a page that was almost 
white. 

“In business you were known for 
your honesty and progressiveness,” 
he said. 

“I hope so,” modestly replied the 
shade at the portal. 

“Your word was as good as your 
note,” continued Saint Peter, “and 
though you were an aggressive 
business-getter you believed in let- 
ting the other fellow live.” 

“There was plenty of room for 
us all,” said the shade. 

“You were kind to your em- 
ployees, and you never refused to 
see solicitors.” 

The shade assented. 

“You had all the domestic vir- 
tues, and were a paragon morally.” 

The shade blushed with pleasure. 

“You were a good son, a kind 
and loving husband, an ideal father 
and 2 

“Really, you embarrass me,” said 
the shade, gathering up his robe. 
“Now, where do I get my harp 
and crown and all that sort of 
thing ?” 

“Oh. you don’t go in!” replied 
Saint Peter, shutting the book with 
a slam. 

“Not go in after all that——?” 

“Not by a darn sight! Why, 
I’ve waited thirty years to head 
you off. Gee! You're the man 
who typewrote business correspon- 
dence on yellow paper with red 
ink. Take the express elevator 
down,” 


’ 





Tue J. H. Woods Advertising 
Agency, Limited, has been organ- 
ized in Montreal, and is already 
placing several lines of business, 
The new agency is headed by J. 
H. Woods, well known through 
Canada as a newspaper and busi- 
ness man. The provisional direc- 
tors of the company are A. L, 
Massey, of Chandler & Massey, 
Limited; William Dobie, of the E, 
W. Gillett Company, Limited; J. 
F. Eby, president of the Eby, Blain 
Company, Limited; Henry Wright, 
president of the Imperial Cheese 
Company, Limited, and J. L. Ross, 
barrister. 





In the investigations of the 
State Board of Pharmacy in New 
York City it is found that one re- 
tail druggist in three is dishonest, 
selling adulterated medicinal 
agents, according to the World, 
Out of 871 samples bought in drug 
stores and tested there were 310 
below standard or adulterated with 
some harmful substance. A special 
examination was made of drugs 
sold by the department stores at 
the suggestion of regular druggists, 
who had held that because the 
goods were advertised at low prices 
they must be “doctored.” It is 
stated by the board that every 
sample obtained in a department 
store was up to standard. 


THe Elmer (N. J.) Times, a 
country weekly with a_ backbone, 
publishes in folder form an article 
entitled “The Making of a Country 
Paper.” As an evidence of its 
ability to reach the people of its 
territory the publisher gives a com- 
parative table showing the number 
of farmers’ auction sale ads car- 
ried in a given issue. The adver- 
tising of these auction sales comes 
from farmers unsolicited, and is 
placed in the paper that the farmers 
believe will reach the greatest 
number of people in their locality. 
The Times carries more than any 
other country weekly in_ three 
counties of Southern New Jersey. 
A total of twenty-seven columns 
of paid advertising was carried in 
the same issue, consisting of 
separate announcements, largely of 
local character, 
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A GENTLEMAN from Indiana, 
thoroughly acquainted with the 
facts, as he says, made the follow- 
ing remarks to the Little School- 
master last week: “The Indiana 
situation is interesting to the gen- 
eral advertiser and it is being 
closely watched. During the year 
1903 the Indianapolis Sentinel, the 
Democratic paper of Indianapolis, 
changed from the morning to the 
evening field, hoping to share in 
the prosperity of the Indianapolis 
News, and a new penny morning 
paper, the Indianapolis Star, made 
its appearance in the month of 
June, backed by large capital. With 
these conditions, it is a significant 
fact that the two papers having the 
strongest hold on the family 
circles, the Indianapolis News and 
the Indianapolis Journal, have not 
only held their own during the past 
year, but have shown marked in- 
creases in advertising patronage— 
and this in spite of the constant 
canvassing and free sampling of 
the State by the paper started with- 
in the year. 

“The Indianapolis News’ state- 
ment for February shows a daily 
average distribution of 82.862 
copies. After deducting samples, 
waste, unsold, returnable copies 
and copies sold after date of publi- 
cation, there remains a net daily 
average (sworn) of 74,785. This 
shows an average net increase of 
5,272 per day over February of 
last year. 

“The growth of the News under 
the existing circumstances is a 
striking illustration of the fact that 
an established paper cannot be 
disturbed in its prosperity except 
from within. The Indianapolis 
News has grown steadily during 
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the lifetime of other papers and 
demonstrates that it fills the re- 
quirements of the field. 

“The Indianapolis News stands 
to-day stronger in the affections of 
the people of Indiana than at any 
period in its history. Editorially 
its control is hampered by no in- 
terest other than that of the public 
good, and its editorial page is 
recognized as one of the most 
forceful in the country. Always 
siding for public interests as 
against private greed and fighting 
the battles of the people, it has 
been enabled to withstand all ef- 
forts by rival journalistic enter- 
prises to weaken its prestige. The 
people of Indiana have had respect 
and confidence in the Indianapolis 
News for the past quarter of a 
century; it is the clean, family- 
circle paper of its city, carries no 
objectionable advertising and com- 
pletely covers the field. 

“Indianapolis is a ‘one-paper 
city’ and the Indianapolis News is 
the ‘one paper.’ The News guaran- 
tees that its home paid carriers’ 
circulation in the city of Indiana- 
polis is greater than that of the 
Star, the Sun, the Sentinel and the 
Journal combined. 

“A paper that is true to its read- 
ers need have no fear from ex- 
ternal causes. The News is to- 
day just what it has been for the 
past twenty-five years, “The Great 
Hoosier Daily.’” 


Tue Columbia Spectator, pub- 
lished daily by the students of Co- 
lumbia University, has been regu- 
larly incorporated, and the students 
will conduct a printing and pub- 
lishing business in connection 
therewith. 

















B® Address all correspondence, 
payments, orders and copy for 
B@ advertisements in PRINTERS’ 
INK to the Business Manager 
ga of PRINTERS’ INK. 
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Epwin F. ABELL, head of the 
company that publishes the Balti- 
more Sun, died in that city Febru- 
ary 28, aged sixty-three years. His 
father, A. S. Abell, was the found- 
er of the Sun, which dates from 
1837, and the deceased was the last 
surviving son, having had the man- 
agement of the paper for ten years 
past. His death was, in a measure, 
brought on by grief and shock fol- 
lowing the Baltimore fire. 





Tue Irrigation Age, published 
monthly in Chicago by the D. H. 
Anderson Publishing Co., has ab- 
sorbed Modern Irrigation, Denver. 
There are five publications in the 
United States devoted to the sub- 
ject of irrigation, and the /rriga- 
tion Age leads them in point of 
circulation, being credited with a 
monthly average of 22,100 copies 
for 1903 in the Roll of Honor. The 
consolidation gives a further in- 
crease. The Denver publication 
made no statement of circulation, 
and was credited with H—exceed- 
ing 2,250 copies. The /rrigation 
Age is nineteen years old, and is 
said to have readers in all parts of 
the world among individual irriga- 
tors and irrigation corporations. 





THE Hackstaff Advertising Co., 
Temple Court, Manhattan, N. Y., 
incorporated under New York 
State laws, is placing the adver- 
tising for Douglas, Lacey & Co., 
Bankers, 66 Broadway, same city, 
in dailies, magazines and religious 
weeklies; J. T. Rosenheimer (Lon- 
don Needle Co.), 112 East 125th 
street, in Sunday and mail order 
papers; the Imperial Chemical Co., 
125 West Twenty-third street, in 
magazines and dailies. Delsarte 
Mfg. Supply Co., Newark, N. J.; 
R. B. & B.. Newark, N. J.; Peru- 
vian Remedy Co., New York City; 
Corona Mfg. Co., Boston, Mass. ; 
United States Whip Co., West- 
field, Mass.; New York Suburban 
Development Co, Park Row 
Building, New York City; H. C. 
Bennett & Co., 18 Wall street, 
New York City. Richard C. Hack- 
staff is the president and treasurer, 
and John D. Hackstaff is the vice- 
president. 


THE circulation of the Sunday 
edition of the Buffalo Courier has 
increased twenty-three per cent the 
past year, its publisher asserts, but 
no change has been made in the 
advertising rate. 


A BILL is now before the Ohio 
legislature that, if passed, will 
compel proprietary remedy manu- 
facturers to publish their formulas 
on all-bottles and packages offered 
for sale in that State. This meas- 
ure originated with the Ohio 
medical societies, it is asserted, 
This is the same old bill, says the 
Mansfield News. It has been pre- 
sented jn many States, but became 
a law in none, because the people 
do not want it. Inquiry among 
druggists in Mansfield develops 
the fact that over 60 per cent of 
their business is in proprietary 
medicines, which shows _ their 
popularity with the people. Those 
who are opposed to the use of 
patent medicines are not compelled 
to use them, and they have no right 
to ask the abridgment of the liber- 
ties of others. Some of the largest 
proprietary medicine manufactories 
in the United States are in Ohio; 
their goods are manufactured from 
Ohio materials and by Ohio labor, 
and it is believed that the legisla- 
ture will not yield to the pressure 
of the imedical fraternity for this 
species of class legislation. The 
fact develops that while the Craw- 
ford bill provides that the formulas 
shall be pasted on all bottles and 
packages, it does not provide in 
what language the formulas shall 
be printed or how much of the 
dead languages may be used in 
conforming with the law. All are 
not Latin, Greek and Hebrew 
scholars or conversant with the 
dead languages. “If the Crawford 
bill or any other bill so manifestly 
unjust shall become a law,” con- 
tinues the News, “there is nothing 
in the statutes or law of Ohio to 
prevent the newspapers from pub- 
lishing the name of the attending 
physician with every obituary 
notice. That course has been 
agreed upon by the three leading 
newspaper associations of Ohio, 
aggregating over two thousand 
newspapers in Ohio.” 
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FROM THE NEW YORK “EVENING TELEGRAM.” 











In its issue of March 9 PRINTERS’ INK reported at length the objection 
of the Post Office authorities to two coupon pages which appeared in PRINT- 
ERS’ INK on February 24, 1904, and which imperiled the mailing of that edition. 
The Little Schoolmaster reprints on pages 61 and 62 the same two coupons in 
the manner and form required by the Post Office. Interested parties are in- 
vited to compare the pages as they first appeared with the ones shown to-day. 


“ Stra what a difference there should be 
’Twixt tweedle-dum and tweedle-dee.” 


Everybody who takes an interest in these matters ought to write a letter to 
the Congressman of his district and remind that gentleman of the fact that postal 
reforms are a crying need in this country, and that the Congressman who has 
brains and courage enough to secure such a reform has a chance to win ever- 
lasting gratitude from publishers and business men. But writers must be sure 
that their Congressman is not a henchman of any of the great combines known 
as this or that express company. The express companies and their paid lobby- 
ists are the ones who kill postal reforms by purchasing the manhood of the 
country’s representatives in the halls of Congress. Still, if they would so extend 
their efforts as to kill also the fool regulations cooked up from time to time 
by department clerks for the sole apparent purpose of annoying and embar- 
tassing publishers they might almost earn a right to a continued existence for 
the monopoly they now enjoy. 
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THE writing and placing of the 
advertising of William H. Wana- 
maker, Philadelphia, is done by 
the Richard A. Foley Company, 
that city. 


It is said the Knoxville, Tenn., 
Sentinel now carries an average of 
thirty-five columns of advertising 
a day, an increase of fifty per cent 
over a year ago. The Sentinel is 
thus described by a correspondent: 
“There is not another Southern 
paper in a town of this size with 
as large a circulation or so rapid 
a growth—not one.” The Sen- 
tinel is a member of the Roll of 
Honor. 





THe Sun, Williamsport, Pa., 
issues a brochure containing cir- 
culation figures for 1903. The net 
daily circulation for the year is 
stated at 9,309, or a gain of 637 
copies daily over the previous 
year. The Sun’s circuljation has 
been printed in figures in the Am- 
erican Newspaper Directory since 
1895, and it is entitled to publish 
its latest circulation rating in the 
Roll of Honor. 


One of the books to appear in 
the Business Series of D. Apple- 
ton & Co. will be called “Modern 
Advertising.” The volume is now 
being written by Earnest Elmo 
Calkins, and will be a description 
of the methods of advertising in 
use to-day, particularly in the 
United States, written for the gen- 
eral public rather than the adver- 
tising fraternity. The book will 
appear next summer. 





At the Sphinx Club dinner at the 
Waldorf-Astoria, on the evening of 
Wednesday, March 9, Mr. O. J. 
Gude, the out-of-door advertising 
man, electrified the members and 
their guests by delivering the neatest 
and best short speech that has been 
listened to at any one of the sixty- 
three dinners since the club was or- 
ganized. Going to show that the boys 
recognize a good thing when it comes 
before them, it may be stated that no 
previous speaker has ever been re- 
warded by such an enthusiastic out- 
burst of prolonged applause as burst 
forth when the advocate of billboards 
and painted fences took his seat. 
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Joun Brosston, for many years 
cashier in the men’s café in the 
Hotel Bellevue, Philadelphia, and 
who was well known as “Old 
John” to prominent advertising 
and newspaper men from all parts 
of the country, died the other day. 
He had been in ill health for sey- 
eral months. He was fifty years 
old and is survived by his wife 
and two children. 





Picture lovers find much to in- 
terest them in the art galleries of 
the Wanamaker Philadelphia store 
these days. Sixty-five paintings 
fresh from the Paris Salon of 1903 
are recent additions to the collec- 
tion, and there is exhibited also a 
very complete assortment of can- 
vases from the studio of Vacslay 
Baozik, a Bohemian painter, noted 
in Europe for his artistic portrayal 
of historic subjects.  Baozik’s 
talent was precocious, as he ac- 
cepted commissions for paintings 
even as a boy, but his merit was 
not appreciated by the world until 
he was 27. 





Henry Hicks Coiciazer, who 
died in San Antonio, Texas, on 
February 15 of consumption, had 
been connected with Every Even- 
ing of Wilmington, Del., the Bal- 
timore Gazette and the Philadel- 
phia Record. As managing editor 
of the Philadelphia Record, when 
that paper was owned by the late 
William M. Singerly, Mr. Col- 
clazer became known as one of 
the most capable newspaper men 
in the East. His home was at Wil- 
mington, and in that city, as well 
as in the Pen and Pencil Club of 
Philadelphia, his death is mourned 
by a host of friends. Mr. Col- 
clazer was a grandson of Thomas 
Holliday Hicks, the famous War 
Governor of Maryland. He was 
forty-seven years old, and is sut- 
vived by his wife. After the Sin- 
gerly failure on the Philadelphia 
Record Mr. Colclazer went West 
in the hope that the climate there 
would benefit his health. Lately 
he had been connected with the 
rural free mail delivery service in 
Texas. 
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WEEKLY AD CONTEST. deemed best of . Fagen . 

; was sent in by A. P. ittel, 7 
gee <incanmayy » Peshine avenue, Newark, N. J., 

In response to the weekly ad and it appeared in the Newark, N. 
contest seventy-three advertise- J.. Evening News for March 5, 


PUREE NING aL OMNES tS va eR SOE: 











It is a very easy matter, this 
securing a piano for the home. 
You can arrange the whole thing 
in a fifteen minutes’ visit here. 

How many people reading this an- 
nouncement can avoid the internal plea 
of guilty when we remind them that they 
have been promising their family a piano 
for months and years? Why is there 
any need for delay? Is it not as well to 
have a piano now as to keep on promising 
yourself and’ your home circle that one 
will be had? We will let you have a 
good instrument on payment of as little 
as TEN DOLLARS when it is sent 
home, and five dollars monthly. 

Never put off—! 


\ i ‘ ee x oa : 
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657-659 BROAD STREET. 

ments were received in time for 1904. A coupon was mailed to 


report in this issue of Printers’ Mr. Wittel as provided in the 
INK. The one here reproduced was conditions which govern this con- 
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test, viz.: Any reader may send 
an ad which he or she notices in 
any periodical for entry. Reason- 
able care should be exercised to 
send what seem to be good adver- 
tisements. Each week one ad will 
be chosen which is thought to be 
superior to every other submitted 
in the same week. The ad so 
selected will be reproduced in 
PRINTERS’ INK, if possible, and the 
name of the sender, together with 
the name and date of the paper in 
which it had insertion, will also be 
stated. A coupon, good for a year’s 
subscription to PRINTERS’ INK, will 
be sent to the person who sends 
the best ad each week. Advertise- 
ments coming within the sense of 
this contest should preferably be 
announcements of some retail busi- 
ness. Patent medicine ads are 
barred. The sender must give his 
own name and the name and date 
of the paper in which the ad had 
insertion. Beyond these general 
instructions, the editor of Print- 
ERS’ INK leaves competitors.as wide 
a margin as possible in choosing 
their ads, but he would like to re- 
ceive advertisements from local 
merchants: jewelers, shoe dealers, 
opticians, tailors, grocers, clothiers, 
barbers, undertakers, real estate, 
banks, haberdashers, hardware 
dealers, etc. One of the objects of 
this contest is to interest local mer- 
chants in good advertising. 
—_—__~<+>—_—___———__ 


IN IT WITH BOTH FEET. 


Battimore, Mp., Feb. 25, 1904. 
Editor of Printers’ INk: 

My attention has been called by one 
of the New York representatives of 
Western papers to a reader published on 
page 29 of your issue of 24th inst., 
which refers to the Milbourne Advertis- 
ing Agency as being the only general 
agency in Baltimore. 

In reply, I would say that inasmuch 
as I have been in it with both feet for 
some time past, and without doubt have 
sent out more than ten times as much 
advertising per annum during the past 
few years as the agency referred to, I 
would be glad to have you publish this 
letter. My agency is temporarily locat- 
ed at 205 Clay street, Baltimore, Md. 

Very respectfully, 
L. A. SANDLASS, 

Advertising Agent. 
ro 

TrReE testimonial letters in fac-simile, 
with a special proposition to printers 
and publishers, are sent out on behalf 
of the gasoline engines made by Fair- 
banks, Morse & Co., Chicago. 
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THE PHILADELPHIA FOUR FLUSHER 
PHILADELPHIA, March 1, 1904, 
Editor of Printers’ Inx: 

I may be mistaken, but it seems to 
you do not give the Philadelphia Jtem rs 
credit for its efforts to prove circulation, 

On October roth, 1902, we offered all the 
Philadelphia re achance to get $5,000 of 
our money, if they would go intoa competi- 
tion which would, undeniably, Prove the cir- 
culation of every paper here to the complete 
satisfaction of advertisers generally, 

Although seventeen months have elapsed, 
there has not been an acceptance of the offer. 
although it has been repeatedly published in 
the /tem and in pamphlet form. 

I think it @ fair presumption that if they 
had had the ability to get our $5,000 there 
would have been no hesitancy in accepting 
our challenge. 

In order that advertisers generally (and they 
all read Printers’ Ink) may see for them- 
selves the fairness of our offer, I send you the 
copy with this letter, to be inserted on your 
last page, as an advertisement, in the same 
publication that contains this letter. 

The Philadelphia Jtem is ready to stand or 
fall on its merits. The best local houses 
liberally patronize our advertising columns, 
such as Strawbridge & Clothier, Gimbels, 
Lits, Blums, Snellenburg, Oppenheim & Co, 
Baily, Banks & Biddle, etc., etc. 

he tem receives all the advertising of the 
U.S. Government, the State and city, decause 
tt has the largest circulation. 

More conclusive than all are the thousands 
of ““Want’’ advertisements which come from 
the Jeople, and which bear ample testimony to 
the value of our paper as a result getter, for 
the man who spends a few cents in a “Want” 
is more particular than the biggest advertiser, 
He must get results. He can’t afford to take 
any risk. 

We have sworn to our circulation and you 
have published the same for ten years. 

Three thousand (3,000) lawyers read the 
Item regularly, because it is the only daily 
paper that receives their advertisements, 

P feel that Printers’ Ink wishes to be per- 
fectly fair and just in this matter, so I have 
taken the liberty to reply to any and all objec- 
tions that might or have been raised. 

Respectfully. 
HARRINGTON FITZGERALD, 
Manager the Philadelphia Jtem. 

A BOOKLET containing specimen ar- 
ticles from Mahin’s Magazine, Chicago, 
is mailed as a_ subscription advertise 
ment for that advertising journal. 

0 

“Mopern Merchandising Methods” is 
a pithy booklet from the Samuel Ach 
Co., Cincinnati, outlining the policy of 
the house with regard to retailers and 
giving suggestions for window displays 
and local advertising of their line of 
millinery. 


Classified Advertisements. 
Advertisements under this head two lines ype 


without di. y, 70 centsaline. Must 
han in one week in advance. 








WANTS. 


More than 225,000 copies of the morning edi- 
I tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


ERNALD’S NEWSPAPERMEN’S EXCHANGE. 

established 1898, represents competent work- 

ers in all departments. Send for let, 368 
Main St., Springfield, Mass. 
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ANT felling mcey for mail-order ar- 
W Se ot m ill advertise. B BROWN, 

care of ticle of men 10 Spruce 8t., N. Y. City. 

DVE BrinNe SOLICITORS wanted. Active 
A business getters. Goud commnasion’ 
able Det, if r. Address RETAIL 

puoGGIST, Det 

WRITER—Young man, eactionl and theo- 
for experience, wi to write for 
large retail oe menapeeering ‘concern. “PRO- 

eresslVE,” Printers’ [ 
ANTED—Position on web press b, young 
men havin three —y experience on 


ple W b. Sati 

grows, 27 276 Wayne 8t., Sersey & ity, N. J. 

ANTED AGENTS—We have them that sold 
W four dozen in three hours. Made seven 
dollars pros. Send $1.25 forthree-dollar outfit. 
DEPT A, THE GOODSPEED MFG. CO., Ann 
Arbor, Mich. 

ANUFACTURERS, RS, Publishers and Lo tare 


—Kindly 
of merit with uantit prices, toa good 
iS & co., uth Hampton, 
N.Y. ay B. 
Wrene D—Partner to er to furnish capital to patent 
goes § mone in envelopes for half a 
terest in a simpler, more 
tical, } AY me in 


GEORGE V. CA’ LY, 
Marion, North Dakota. 


peepemonal ‘adwriter and designer of 
ability and originality is open ws o e- 
ment. Excellent recommendation. ress, 
stating line of work, ALBERT G. ANN’ fox 60, 
Frenchtown, New Jersey. 


ANVASSERS WANTED-—Skilled men and 

women make $1,000 per month taking sub- 
scriptions and advertisements and making 
writeups for NORTHWEST FaRM AND HOME. 
North Yakima, Wash 


AMES FOR SALE-—3,i11,007 names were ad- 
; we 3 sale in the ADVERTISING beerip- 
lor February; conte ‘or & year’s su 
tion—10 cents for fo! ma mothe’ trial. THE A 
VERTISING wok, Columbus, Ohio. 


HE attenti biti advertisement 
writers is directed to the offer in this issue, 
under heading “Advertisement Constructors,” 
wherein five hundred and sixty dollars is offered 
for the preparation of six advertisements 


gig FH a old-cetablished newspaper 
and mi ne young man as 
estimate clerk. Must we had experience in 
such a position and be posted on rates. Write 
a = stating age, salary expected, where for- 
merly ample ed. dy and whither ip now em loyed a 
not. ATES,” care of Printers’ Ink, N. Y 
WANT to make change. © Can write or manage 
I advertising or newspaper; have sixteen years’ 
fo ay experience, including advertising 
, and can rg the goods. reason 
for ‘change an ferences. Al solicitor. 
—_ ci ‘and les salary consi dered. 1 want to 
rite at once to “GO *‘GOOD,” care of P. I. 


i annie MANAGER~ Opportunity for 
publisher to secure servi expert circu- 
lation paneer ~ with Ce gy record, on 
a@ small drawing count on, future business 
basis, with the umierstanding that salary be paid 
when ability proved; that’s honest; opinions 
Biiisteh No ,etc. “E. H, 8.,’’ 42 Prospect 











Y YOUNG MEN ANI AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified co)- 
umns of PRINTERS’ INK, the business jou for 
advertisers, published weekly at 10 Spruce St., 
New York. 5 advertisements will be inserted 
at 10 cents per line, six words to the line. PRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employin; Toy ony 
than any other publication in the 


DVERTISEMENT WRITERS, pie 
ginners, will have an — opporta. 
nity to demonstrate their ability and make 
money by writing to us. We will tell you how 
to start a business of your own at home which 
will do more to entation your reputation as an 
Warr f than years of ordinary experience. 
to-day. 


Write 
WELLS & CORBIN. 
Suite B, 2219 Land Title Bidg., 
Philadelphia. 
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UTHORS’ type co are costly. Have 
our “co; ro! — ee for cinter 

= "eXperienoed La ractical "man 7 — ving. cod 

"ridoritiaolEt ry af Moffatt St, + prooklyn.N. Y. 


ED—The toheging. coves of PRINTERS’ 

at Volume 1—Nos, 18 and 24; volume 2— 

1 to10 and 21; volume 5—1i to 4; volume 6—16 and 

a volume pom to 6, 10, 23, 25; volume 8—1 to 8, 10, 

2, 15, to 25; vol volume 9—every number; vol- 

pa 10-2 to 9 and 16; volume ll—entire; volume 

12—1 to 5, 13, 19; volume 16—12 and 18; volume 31— 

1 to 13; volume '35—No. -] ee 41—No. 3 a. 

ume 45—No. 9. In repl: lease state n 

re have to sell and price. com nd address THOMAS 

ALMERK, Butterick k Bldg., N .» New York City: 


LERKS and others with common school edu- 


copy of my new pros} 
from lea concerns every where.One uate 
fills $8,000 ee ene *, , and any number 

"506. Th clothing ad writer in New 
i ee nis ‘uccene Seid a few moni to 


noEO! mand exceeds supply. 
BORG r. POWELL. Advertising and Busi- 
82 Temple Court, New York. 


W diel FOR AUSTRALASIA. 

neanted. the exclusive rights for em 
ew Zealand for novel and wu 

> hy suitable for mail-ord re business. We 

represented , in i Tactics capable 4 

and have special f ies tor — an Lone 


rq 4 ful A Kg Only on 
a = ane Soe 5} and New Zealand enter- 


Address CAPILLA PROPRIETARY: LTD., 164 
Pitt Street, pps, N.S ‘Australia. 


A ‘in RE OU ITED 7 
Ww your p arene fice for boo ion or salar 
not, write n we. have 
~~ red 
men, newspaper men, salesmen, a Technic 
clerical and executive men of ail kinds. High 
grade comurivaly. 
HAPGOODS (INC.), 
Suite 511, 309 Broadway, New York. 
Suite 815, Pennsylvania ania Bldg. Phila. 
Suite 529, Monadnock Bidg cago. 
Williamson Bldg. “Cleveland. 
Pioneer Bldg., Seattle, 





— +> 
ADVERTISEMENTS WANTED. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000, 253 Broadway, New York. 
—_+os___—_— 
COIN CARDS. 


, 3 PER 1 Less for more; any printi 
THE Bol WRAPPER CO.., Detroit, Mich, 





MAILING MACHINES. 
TREpK DICK MaTCHLaae MAILER, lightest and 
5 est. eee FI VALENTINE, 
Mfr. 78 Vermont St Buffalo, N. ¥ 
ee ay 
TYPEWRITTEN 1 LETTERS. 
} ig tye typewritten ritten letters which are 


r- 
ect imitations, samples free. SMIT H PR 'T- 
ING CO., 812 Broadway, Toledo, Ohio. 


tipcecerisieaeliigiatetinnemnaa 
CARBON BON PAPER. 


Novsammples tes, non-plurring carbon a papers 
PAPER WORKS, 123 Liberty St., New York. 





LITHOGRAPHY AND TYPOGRAPHY. 


Le. Monks for bonds, certifi- 
etc., which meg Se com ileted “t ey 
01 KIN 


‘ erate bend stamp for 1 
William 8t., New York anneal 
—_+9+—__—_—. 
INDEX EX CARDS. 


VERY modern business nuwadays uses the 
E Card Index system. We are manufacturers 
and retailers of — — Guides, etc. Write 
for sample sets anc gejoes 

8ST area D INDEX CARD CO., 
Arch St., Philadelphia, Pa. 
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CLASS PUBLICA TIONS. 
ARDWARE DEALERS’ ‘RS’ MAGAZINE. Cireu- 
lation 17,000. 263 Broadway, New York. 
er 
mF gener AND ILLUSTRATIONS. 


IOR & CO., Wood E Engravers, 10 Spruce 
H. = 8t., lew York. “Service good and prompt. 





PRINTING. 


Cus & ZU ALLA want want to work for houses 
that must have good printing. 88 and 90 
Gold Street, New York. 


——__+o———— 
DESIGNERS AND IL! ILLUSTRATORS. 
p= ESIGuING, illustrating, engrosd ~ %, print 

en ng, & 
ing. "TE K.NSLEY bruni, Bway, N. Y. 
~ENGRAP VING. 
G4epERS ENGRAVING 0O., bad Louis, ¥e.. 
Elec oto-E vers. DE- 
SIGNS ror me ADY VERTISERS "AND E UBLISHERS. 
——__—_<+>——_—_—— 
INSTRUCTION BY MAIL. 
Hoax NATURE TAUGHT thoroughiy by 
mail or no pay. Mention P. I. and get Sam 


les from Lessons free. SCHOOL OF UMAN 
ATURE. Athens, Georgia. 








JOB PRINTING SPECIALTIES. 


] ARTED Cee (only) newspal in Ry 4 
W “town to handle” rete 


ee ea n job 
le e*.¥ 


eraeae customer Psy printed statements. 
R. ADAMS & CO., Detroit, Mich 


a 
BULLETIN BOARDS. 


ALL BROS., 115 Dearborn 8t., Chicago, lll. 

Builders and Painters of Railroad Bulletin 

Adv. Signs; alsc bulletin, barn and fence spaces 
for reut on all railroads entering Chicago. 





$< <_< 
ADDRESSING MACHINES. 


A Deaare us MACHINES—Ho type used in 

Wallace ste ght + ae a machine. A 
card index system 0! ing used by the 
largest pu ers throu pout th the' soustey. Send 
for , Murray 8t., 
New York. 





HALF-TONES. 


Ww. would ie to estimate on your halftones 
either for the newspa or other work. 

Grapeass ENGRAVING .,61 Ann St., New 
0} 


EWSPAPER HALF- LLF-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when cash accompanies the order. 
Send for eae. 
KNOXVILLE ENGRAVING OO., Knoxville, Tenn. 





BUSINESS OPPORTUNITIES. 


A Tha’ ‘ riginal — ited advertisi 
ve an 0! copy: ng 


idea which has me over $2,000 on an 
investment of less 0! ny in 

| man can work it. I will send sample, 
full information under 


and t co man 
he phoned for $5. No interference with your 
presee it occupation. Ask for free descriptive 


freular. 
EMERSON DE PUY, Des Moines, Ia. 


—_ +o 
BUSINESS STATIONERY. 
WANT to send samples of wey busi. 
I stationery—steel ay yh 
men who app we the —or 
tance of using leteerheada that mu: 
fa Beautiful work. Special 
if you mention * Ink. 
Send for wedding tn of fine social stationery, call- 
sings ey s 
BRONLE Stationer, 
58 Maiden Lane, N. Y. 


ing cards, wed 
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NEWSPAPER BROKER, 


UYERS and sellers of newspaper 
get ther to their mutual advan 
without publicity, a my successful 
Large ow pl pro) es and long list of 
Can I be o! nee to you! B. J. Ly N, 
Michigan Gooeeeee Broker, Jackson, Mich, ’ 





ter 
DISTRIBUTION. 


Th you “house-to-house” advertis 
Se, wd Best field = con ERT 


p__% 
pom —— Select names furnished Correspond- 


ence solicited. 
“GEORGE TOLLEY, 
90 Orange St., Newark, N, J, 


eiitigudiieereee 
PROPRIETARY REMEDIES. 


HE best | GLASS INHALER. A new th 
For ali those thi for which an inhaler 
. 4 is the best that ever was. It isa germ 
estroyer and nose opener, a remedy for co 
tonsili is, bronchitis asthma, hay fever 
every disease of the throat, nose or air passages. 
Better than a pa A for oe ve Carcas. an a 
p= forts sy ddress J THE RIE RIPANS 
ceipt o' ice. ress B CHeMIG 
COMPANY, No. 10 Spruce 8t., New Y al 


———_+9+———— 
ADDRESSES FOR SALE. 


1 45 R. F. D. route names; pitio, Bt. z.x, 
COREY. Maryville, Ohlo 


13 RURAL route names, vorteed 3 jan. 1, 2c, 
EMPIRE ACENCY, CENCY, Binghamton, N.Y. 


1 00, 000 ADDRESSES of freehold farmers 

from Dakotas south to Missouri; 
new list; $150. Co preqpentenee solicited. NEW- 
TON BROS., Monticello, Ind. 


S° UTH DAKOTA FARMERS HAVE THE 
PRICE—Offer them anything by mail that is 
all right and ey vriy Try them with our 
THe ranteed list of 5,000 cream CooL Write 
THE WiesTERN ADDRESSING Lock Box 
456, Millbank, So. Dak. 





FOR 82 SALE. 


H. P. ELECTRIC MOTOR. Fiest-ciess order. 
G. C. JACKSON,7 Main, Akron, 
OR SALE—One 3% a2 Wagner electric 
motor. Fortout condit: wat only used = 
months. NEWS PUBLISHING CO., LTD., Alex 
andria, La. 
‘OR SALE—Half interest | in a New England 


newspaper. Daily is ah old, Santer 
is 15 yee old. Hae’made. fortun : 
o 


‘OR SALE—On account of death of proprietor 
and founder of EMINENCE CONSTITU: 





will be sold to wind te. is 
money-maker. Foyin job PD a > Buiid- 
ing sold with plant if 
SON HOLLAN Ap, Brodutor, 
E at 
a. 


PAPER. 


B BASSETT & SUTPHIN. 
45 Beekman St.. New York Ci 
Coated rsa ity. Diamond } Perfect 
White for bigh-gr ie de catalogues. 
AVOID BUSINESS 1 TROUBLES. 


Use Be peatenery for orders, 
bills, letters and all di: Get our prices 
for what you_use or ant to use 


quotes low. HANO is walwase t looking for new 
customers and new solicitors in unoccupied ter 


ritory. 
Manifold business systems made by HANO. Man- 
ifolding chineing @ and oreer ares y HANO. 


CARBON 
Something you ak i ti day long with- 
out pao vee 2 bands; squsthing with which 
ze could make clean, sharp, brilliant copies 
as tet wens like iron. 
HILIP HANO & CO., 
906 Gre wich St., New York. 
315 Dearborn S8t., Chicago. 








ase 
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RUBBER STAMPS. 


FoR, CENTS fora se stamp fac- 
guile of year gow stamp soe 
jnebes. cents a wor 

‘ er gatalogee. PRINTING CO. NG CO., 
ang 


ADVERTISING LETTERS. 


NITED STATES BONDS” ARE xz A SAFE IN- 
U* VESTMENT, but the ret are small; 
United States Postage is a better Inv investment, and 
aoe et are “Put your money in 

but be where you put 
I am composing Advertising Letters for 
te leading advertisers; Iam cou 


th 1 
book, “The Four Hundred and Four.” wy cll 
entele was — by Mail Advertising. 8 is 


the first space ad used 
FRAN ‘KLYN HOBBS, 
Composer and - itor « Advertising Letters, 


F of the 
“Letter Shop” in the Caxtor Block, 
Chicago. 








———_+o+———_ 
HOUSE-TO-HOUSE USE DIST: ey UTING. 


AM placing millions of pi pieces of advertising 
matter from house to house throughout the 
entire United States for many of the loading and 
Pon —, general advertisers. Last 
I placed over poreney million pieces. 

” T offer all advertisers the galy pee roves national 
distributing service that at - oe gees. = 
small boys or bill posters with m 
service. Only men who make meetbatiog their 
exclusive business. 

If you have never tried my line, tell me what 
you diet territory you cover, and let me make 


selling, trade conditions, etc. will not ac- 
cept your order if I do not think Ican make it 
pay you. 
WILL A. MOLTON, 
National Advertising Distributor, 
“Main Office, 442 St Clair St., 
Cleveland, O. 








NEWSPAPERS FOR SALE. 
NEWSPAPER FOR SALE. 

A good advertisement is said to be one that 
sells the goods advertised. I have a county news- 
paper for sale. If this adv. sells it, it is all right 
—couldn’t be improved on. If it don’t, will some 
one please tell me what’s the matter? I vouch 
for the goods and price being all right. I cannot 
give full particulars here, but will give afew: 
The paper is an old-established one. I came 
from Connecticut twenty years ago, and have 
been connected with it as foreman or owner 
ever since. The town is very healthy and one of 
the prettiest in the South. The income was 
nearly $5,000 last year without any hustle, and 
there is plenty of opportunity to increase it 
with the right men at the helm. It has a good 
joband adv. patronage, circulation is 1,100 and 
increasing. This is a splendid opening for two 
young men who know the business and want to 
get away from the cold northern winters. Aiken 
isa great winter resort. A new $200,000 hotel 
has just been opened and is a business bringer. 
Plenty of material. Power press and two job- 
bers—one a new 12x18 C. & P. Gordon; gasoline 
engine, new dress of body type, etc. Large, cool 
office on ground floor of main street. Good 
reasons for selling, otherwise $4,200 wouldn't 
get it. Part on mortgage if desired. 1 invite the 
most thorough investigation from parties whe 
mean business. Address W. L. WASHBURN, 
Aiken, South Carolina. 
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BOOKS. 


EST FOR PRINTER, A ADVERTISER, 
Bi WRITKR—“Points for * 


acta ei, Seek mtn fete 
Daj, Gio, HER, 8t., 


as ees 
co. e! Vv: 
rk of the 


Kind we have — seen. We wiv = 
oO something to ‘les a’ 
bines to send 25 ‘coats for a copy to t the shove 


PRINTERS may have my copyright lodge cut 
catalogue free 





PREMIUMS, 


RINER 74m make useful ree Com- 
plete line. Send for ca’ TRINER 
SCALE & MFG. CO., 1308. Clinton § Ste, Chicago. 


procarass F PENS are always in demand for 
teed ‘ect 


My 
alte gel te TRANSOM By ys _ — 


pov HEALY’S NEW PF PREMIUM CATALOG, 
‘w read: n 


machine 
and guitars used in a le year by one firm for 
remiums. Write for ¥ 1UM CLERK, 
yon & Healy, 199 Wabash Ave., Chicago. 
Rae goods are trade builders. Thou- 
ive premiums suitable for 
publishers and o freee the foremost makers 
and wholesale dealers in = ao = and Lo vat 
list justrated 


lines, 500-page 
published Team o igh- now ready; 
MYERS C 


.. 46w, 48-50-52 Maiden Lane, N.Y. 


———_+9)——_——— 
ADVERTISING SING NOVELTIES. 


poet yam Wallets. - 4x7, 1.000 1,000 for ge including 
like leather.” NK a 
Printers, 5th yous Chestnut, Philadelphia. 
3 NEW Adv: certicing Novelties—A Pencil Holder, 
a Nail ue. tad a STO RENY Case. 3 sam <2 
10c. Agents w: . J.C. ON, Owego, 
E ecand very y latest tl thing be a 
-— w i- 
eee Th ge Be ie ae, epptopet 
ERN ¥ MFG. “CO. 47 Reade St., New ork. 
AZ “SIGN OF THE 1 a Bag Pulveroid 
Best for advertising your business. 
Write or sam - sae price. a PULVER 
co., , Cellulcid Adver- 
tising Novelties, etc 
Wis TE for sample and pri and price new combination 
File. Keeps your ad 
before ay eneelie 4 and business man. TH 
WHITEHKAD & ol CO., Newark, N. J. 
Branches in all large ci 
| 4 pew snp a sae Home Prize 
2D Puzzle. The Am ag 3 at Neebie | out. 


Comps is peo} wey aa uncement. 
rie for iy BY oO DATE 1 MFG. CO., 6 
Piel St., Factoryville, Pa. 

HE Parisian ‘wonitar tad sattonine Le, seen often- 
than an therad I~ 1. welty yet 

any other adve' ing nove! Yet produced. 
Can be meteaan in ordinary envelope. Samples 10c. 
HOLZMAN, Greenville Miss. 
mgogRAPRED weather indicators—little 
l’s dress and boy’s 


r an ms change 
color with the weather, Can be mailed. One of 
the most lasting and sisacive pT ae et nov- 


elties —* ‘Four d ic Wallet, 


le an 

20c. “Tittle Traveler peu i 

THE SOLLIDAY NOV. city ADV. WORKS, 
Knox, Ind. 

ED 0 CENTS Cor p sample of tho Snest tie 

ivertising novelty, su on jum 

and conven on sow ever offered to pub- 
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TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation aise 2638 Broadway, New York. 





+o 
PERIODICA L PUBLICI ¢ f 


HA gown DEALERS’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York 


—_— 


+o? 
SUPPLIES. 


D, WILSON PRINTING INK CO., Limited, 

« of |7 Spruce Bt., New York.oot more mag: 

cut inke than any other ink house in the 
trade 


Special prices to cash buyers. 
[Fpoxme.4 non-inflammable type wash. A 
substitute for obt e and bengine. 12c. “per 
pound, Let your ber bat in an &pound can 
with your next o Makes the old rollers like 


new. 4 the 
Do O MAN’F'G CO., Clinton, I 


P4 STE users are offered an innovation in the 
Sy veer known as Bernard’s Cold-Water 
r™, wallpaper hangers, 
a Me r box ios, we packers who 
use labels and all ~ 0 use yame 3 
ee ye A realize ites striki vantages. 
Fucked —-¥ boxes, can be neat 





rested, 
rot of letter telling why 
} a Co. its use in’ their 
factory. 
KOENCY, "6 North State St., Chicago, I11. 
—_—_+or—_—_———— 


ADVERTISING MEDIA. 


CENTS line for govertising in THE 
JUNIOR, Bethiehem, f 

ARDWARE DEALERS’ a seaman Giren- 
lation 17,000. 253 63 Broadway, New Yor 

HE GIRLS’ MAGAZINE, Setma, Ala., slit 
clean advertisements. Rate, be. per line. 


DVERTISER’S GUIDE, Newmarket, N.J. A 
postal card te on bring sample copy. 


RE you an en advertise in ANY- 
A BODY ‘ a WAGALINE Pe INE, Poekekill N.Y. Copy 


“AYE perscn advertising in PRINTEKS’ INK to 
the amount of $10 or more js entitied to re- 
ceive the paper for one year 
RY GOODS REVIKW, 506 Security Bldg., “bi- 
cago to country merchants. Sworn cir- 
culation, ; adv. rate, $1.50 an inch, l0c. a line. 


TH REFLECTOR, 4ist St.. Brooklyn, a hig. 
class weekly; 2% cents per inch diaplay, 
certs per inch bh reading notices. Our advert 

all pleased—they ought to know. 


OWN TALK, aahland. Oregon, has a - 
teed ciroulation of & ‘500 copies 





Both Sie ad rated at less oo 

1,000 by spaper Directory. 

T= sent 5 300 St lense 2 Mil- 
pT ag 


waukee, W1s.,a oy, monthly 
——e 1 coples, rate 30 cents a line. Forms 
‘ask your agency about it. 


on 5g cue wis for & words, & days. ENTERPRISE, 

. Mass. Circulation, 9,000. Car: 

ries a ye zs of wantads. Want aan Rewape- 
pers are to the hearts of the peo; 

TRAVELERS can ag i 

1,000, 000 monthly thro’ h the eastern 

sections of the Tra Railway 


Guide weit rite for pertesiere to 24 Park Place, 

N. Y., or hs Adams 8t., Chicago. 
INCHES 1 mona in 100 Mlinois country 
$50. Total 5 Sizgunties, 


wee 

— wi tion. We 
have other hy a in the ut adie Woot CHICAGO 

NEWSPAPER UNION, 10 Spruce St., New York. 


00 GUARANTEED circulation, 25 
J cents a line. That’s what the 
PATHFINDER offers the advertiser every month. 
Patronized all beading mail-order firms. If 
x8 r advertising and do not know of the 


DER, you are missing something rood. 
and rates, THE | bs IND! 
ee ——— PATHF R, 
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DECORATED TIN BOXES, 


(HE appearance of a pack: ofttimes selig 
T You cannot imagine 4 beautifully as 
boxes can be decora' and how chea they are 

until get our samples and quotations, 
yore e made, among many other things, over 
n million Cascaret boxes and five million vas. 
eline boxes and caps. fend for the tin desk re. 
nl Do It Now.” =o is free so are 


nad sania sopra CO} COMPANY, 
meen 161 Water Street, 


w Yo 
eat = ‘maker of Tin Boxes ph Ss the 


“MAIL OR IL ORDER. 
OR He. 1 will send you a lenttinate scheme 


Peres to S, Lexington, Neb. te 


JOR 50 —- 1 will send vend ‘ou a legitima’ 
schem: wought = mail orders in 
30 days. KAkNS, iin i La Salle St., Chicago, 


AIL-ORDER MEN, MIXERS _ OBL Int. 


= ane! I will hor nestly mail y circulars, 
nks, ete., at 1c. “ "100 
1,000. oo. Rey and try the i pa Oper 
Dana M. B. 


AER, 
Yep’t. X., Luverne, Minn. 


AIL-ORDER abvaatingns Try house to 
house advertising; it will pay you big Our 
men will deliver your circulars and catai 
direct to the l-order 


can reach 
ashe meeer never see a paper of any description 
w once 


nae age 
tter in tee hands se 
DISTRIBUTORS: sie will bene an te free 
foe charge to advert to make _—_ 
rect —— the “aisetbotor We 


00d rvice smoepondence 80) felted. 
Nar ONAL ADVERTISING CO., 700 Oakland 
Bank Building, Chicago. 


G GO INTO THE MAIL-ORDER BUSINESS. 

3 | have an unusuaily clever mail order idea 

that brought meacl ar profit of om in ate 

over three weeks on an investment o; 

“idea” can be worked ona larger a ah 

and will yield pro; srerenene returns. It does not 
uire ‘any spec! 4 ae one may dupli- 


my success. a permanen 

Scomene if desired. Kxcey relonally clean, oh 
mate and honorable. No medicine, picture, 
elry or book scheme. Nothing to manuf: 
and no canvassing. As field islarge 2 and pra 
tically unlimited, I will sell the complete dv tails 
of this o “idea? for You can work it 
anywhere, and do jus‘ as well as Idid. Bright 
and clever ideas - gained, as a rule, ouly 
experience. Many a man has made a fortune out 
of a single “iden” with only energy 
sense for his capital. 1 offer here to the read 
of Printers’ Inx the cleverest thing of my ten 
i rs’ experience in the mat order business con- 

dent that none but will be satisfied with the 

me 


smal) inv: nt, 
Read this indorsement from the Inland 
Printer -a journal that gusremee the strictest 
censorship over a prey! columns: 


120-130 Sherman St. 


ave Dept. Ch 0 Jan. 1B, 1904. 
Mr. Ay Rainbolt, Bloomfield, 

Dear Srr—We have your ny 3 
inclosing details of your Reoposition and remit- 
tance for your Feb. ad. e plan seems tous 
worth the m , and we ree run thead, We 
return your "deta 8, circular =< the letter sent 
for our ——. Yours truly 

THE Harry HH, Flinn, See.). 

If you want 6, take u ip womething in which 
there is -4-4 here ‘tainly a snap. Any 
one may work this “idea” without interference 


2 





pd] al F from one customer, and they ali 
w 
Ca ARLESTON, ~ 15, 1904. 
Mr. V. H, Rainbolt, Bloompeld, Th 
DEAR StR—Details idea”’ — ‘hand re 
day, and’ ix consider 44 ~ and wil begin 
work @ MEVER. 


y rn Ep. 
Fall “Jevatie oft this remarkable, practical, aem- 
~ success sen _ 














hi titi dite, 
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PRINTERS. 
MOKLETS by the million. Write for bodklet. 
STEWART PRESS. Seco. 


TALOGUES rinted in large quantities. 
CAWrite STEWART PRES PRESS, Chreage 


ezine. a non-inflammable substitute for lye 

ie Sesame. ha IY rust a & ve hy 

hand Ts and improves suction 

Pais rs. For male by the trad s trade. Made by the 
pOXO MANF"s. CO., Clinton, Ja. 





PUBLISHING BUSINESS OPPORTUNI. 
TIES. 


¥MOCRATIC OPPORTUNITY.—I have an ex- 
eeptional opportunity for a Democratic 
newspaper man controlling interest of 
ic evening daily in city of 11,000 in 
Southern California. Paper long estab 
has magnificent prog) Ww 
Other buy isa Republican event daily in 
Coast ci ¢ 17,000. Offered for short only 
for 96. Go Job yy. in ' onnaetien with 
rs, which are payi fair dividends. 
manger CLARKE, broker in Prosperous Pa- 
cific Papers, Kiverside, Cal. Cal. 


into the Publishing Business. 
Gowns Magazine or r trade Paper. 


Do it n 
The outlook is bright. 
rere, never were #0 many good periodical 
blishing 0; 
PBuy yn good paper which is now 


wy per in a “good field not already well cov- 


Buy an undeveloped paj 
There 4 easier money Pin y cuhancoment than in 
dividen: 
fielect with care, men push with courage. 
Don’t start a 4 pap 
Life is too - 
I Pa aid you 
I make most of the larce sales in this line, 
| sell ‘sublications exclusively. 
e and me. 


see le 
If you can’t come, write 
EMERSON P. ‘HARRIS, 
Broker in !ublishing Property, 
253 Broadway, New York 


————__-+>+ 
ADVERTISEME INT CO NSTRUCTORS. 
ay W. KENNEDY, 39th and Langley, 
, writes advertising your way—! a 


PrIOLAyS, Photo or Photo Supplies—Write 
tell you a few things. JULIUS 

FIRFSTONE, Minneapolis, Minn. 
yet Cowes. Literature, Real Estate Ad- 
me, parang. JULIUS 

FIRESTONE, * Minneapolis, Mini 
He 8 FERRIS, his mark 
Advertising Writer and Adviser. 
Drexel Building, uilding, Philadelphia, 


DVERTISEMENTS and o and cuts. new daily. Re- 
tailers and bankers should use the best, 
Moderate prices. ART LEAGUE, New York. 


OUR Wor 7 ou $6.50 Petit ng cash, 
Fv a ou, Pay 865 ir order. 
Any Fetal bn alk 

BARROS, 23 W. 109th St., oe York. 


Rten years I've been writin; good business 
literature for others. ss there not some 
care 


work I can do for you? CH. HOHN, 
Printers’ Ink. 
= f— our Sprit ‘Spring advertising? 
a ‘bright, sensible busin busin 
the by * that se j—tell your ed ne needs to 


lis 

H. E. REE 2 «Spring Garden 8t., Philadel- 
phia, who w 
"PRADE ae eee catalogues, maili 
r cards, prospecttser, form let ete., writ, oo 
ten, illustrated, printed bade 3A ‘on letterhead) 
for free booklet “How We Help Advertisers.” 
No attention to postele. SNYDER & JOHNSON 
©0., Elisworth Bldg., Chicago. 
66 Pest follow-up letters | ever saw!” one of 

the largest Northwestern users of such 
literature told me the other day. I wrote them; 
he had u-ed them. My trade in this line is grow- 
ing wonderfully, JULIUS FIRESTONE, Minne- 
Spojis, Minn. 





DEAS, co outs for advertisers. THE 
RYDENRTARBOX CONCERN, Maiden, Mass. 


COMPILE ond. revise rate ° 
mean, mae 9 and every ot internation 


point of 
efeneies and advertiaer® want to know carefu 
it out. su for approval. 
is agar A A. N. 
ERS. wit! Deljomager vertising 
Agency, Tribune Bldg., ldg.. Minneapolis, Minn. 
TTRACTIVE, convincing, sensible advertis- 
ing Marahae oa my % 
és wy xine which | would like like 
chance of winning your 
business to increase 
T. VAUGHAN ereree.” v4 
Writer of Adv , 
606 Witherspoon Buil ing, Phila. 
Mt ADvensaEne io KNOWLEDGE is bese 
ion of ten eure experience 
i. n editorial rr reportorial welran leading me- 
litan eae 
serving them property to fc to the patie A blic on 
ome seoee nature 7 me. 
of good advertising. 
J. JEROME NORDMAN. 
“ads that Add— Written Right. ” 
706 Tradesmen’s Building, ittsburg, Pa 
DS written en order, 
to suit any business. 
Unique borders, illustrative 
cuts, etc., designed. Price low— 
50c. to $5—depends on work. 


G, GRIFFITH CLAPHAM, - - SEA CLIFF, 
N. Y., 
can save you money and 
sell your goods. 
10 lessons in Adwriting— 
First principles, $5, or 
25 lessons and books, $10. 


NCLE SAM doesn’t care whether your li 
ature igen sy Ln and id convincing, or an. 
counts in 
li 


eq 
terature. Of bi Ay “> fl aid ually ih the 


as @n expense, it doesn LR uch what you 

say, or how you say it. on if you intend it to 

= an invessment’ it must bring profitable re 
You may know Just what you want 

cannot say it in'a way that would ‘smeby’ tae 

arguen pore wares Be Ons bean Teer 

Hie pola. Ko. one one Be an wy te ° 


haere it was cut and 
ished utd Sue with adver- 
pe olds good 
wabelow give ices that I usually charge for 
ng COPY. .o few dollars wore may 
difference een epending @ a 


inne sum and investing it : 


blotters. small si 
follow-up letters, 
personal le 





etc., $1.00. 
epg 
mailing card 00 pg 
four-page folders, $2.00 
eighpage book ets 4.0 
sixteen- booklets, 


-page boo! 
catalogues, ee bagiat potent on 
I am a su 





ecessful ad 
printer; my style of —. ‘ts triet™ Phoselbie 
and convincing. 
can send you samples, if desired, or will 
our r if you write. But the best 
plan is to send me your or int proof. 
bnd let me do the work. 1] chances an 
satisfying you and getting my money. 
LOUIS FINK, JR., 
Maker of Profitable Buxiness Literature, 


16 South Fifth Street, 
Philadelphia. 


P. 8.—I figure it out this ie Tf 1 do a little 
work for 7. — == like — it helps your 
business (which ‘ou are to 
give me more work, areo’t le I’ve got to run 
aol on honest just a8 you 








THE WAY TO MAKE 
“ YOUR ADV EKCTISING! ” PAY BEST 
ix to get in touch with VOORHEES & COMPANY. 
ant ree & progresdive, ep to-date advertising 
they 7" be pleased to 6 to outline a epecial plan 
abe a= 708 ses a dummy and sketch am 
ique, ive an ling booklet or folder. 
tala will cost Fes sone 
The VOORHEES book “HOW TO ) BARE 
* YOUR ADYBETIOING ’ PAY "—will also be 
sent you 
Write us on zeus Ie potters pm me We 79 no 
attention ta % riost ers, 
VOOR iE @C COMPAN 
iste in ** Your Advertising. nd 
Morton Buil iding, New York City. 
~ SAID A POOR a wieas, 
“Shure, if I could only wanst stand the 
vement and see meself vbyina kerrids nd 
f some _—_ who tng onl po ape = 
suspected ad tom” 
sit in the customer's 
pH tried on them there 


sored: to, edu 
ng quite 


ressure of various 
hi preven my learni 
ail there is to kno Ww abous anyth , 1 have Se- 
gat a certain facility in discern: Ly ta 
ly vital selling points of a many 
The a yy mo 


army of peo 

the — of peo ie. fm who do not 

out a, int capturing features o 

what ithe offer, is constan' receiving ae 
— 4 the ranks of short-si oo 

Ang pn an mene must 


that ry hin “thoroughly wel oe 
and to place tt before the public i 
attractive manner possible, are two ubestaneny 
ae a 


ait cordially ‘invite correspondence from the not 


‘cock-sure.” 
FRANCIS L MAULE, MAULE, 402 Sansom St., Phila. 
T° ADVERTISEMENT CONSTRUCTORS 
Amateur 


and other). 
FOR THE BEST ADVERTISEMENT. 
Ft FOR THE SECOND BEST. 
EACH FOR THE NEXT FOUR IN MERIT. 


For the purpose of en encouraging amateu 

vertixement een nlp gn as well on as ain > ie 
aid of the masters of the profession. pans 
Chemical Company fy — the = 3 twelve 
months, pay ten dollars each fo fifty-two adver- 
tisements submitted hem. "that they think 
goed enough tobe — — ee 
and at the end of a year—viz., 


The advertisements “of the Ri 
have been before the public for twelve 


They were the first largel advertised propri- 
otery a medicine ever sold 1 in tablet form. — 


They were the first remed for aysperae c ever 
successfully popularized tt tbrough advertisi: 


PR =| are the only proprietary medicine sold in 
he drug stores.at so low a price as.five cents, 


Tabules 
years. 


‘ourteen thousand testimonials ofthe efficacy 
of the remedy, have 

Ripans Chemical 
Company in twelve.mon' 


A hundred million ae have been 
hased at drug stores in the United States in 


Interviews with such 
for effective advertisements of 
—— $s Tabules. Each case has what seems pe- 
points, but when presented to tothe public in 
an ad it appeals to thousands of others 
oe, like it who had thought themselves 
only ones who suffered in that precise way. 
The cures = geen 9 — ae boon 
to evel mn. liv’ under similar con- 
ditions The advertising ue of vidual 
eases can hardly be ated. 
Address all Srrpicttions te 
CHAS. r THAY PRESIDENT, 
THE RIPANS CHEMICAL COMPANY, 
No, 10 Spruce 8t., New York, 
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D DIRECT AND INDIRECT RETURNS, 


In some lines of business it is possible to 
secure direct returns from good advertising. 

In other lines about all you can do isto put 
out the best work possible, and let it go at that, 

You see the returns come in through the 
mail, and the salesmen feel the good effects of 
the advertising on the road; but in looking over 
your advertising account at the end of the year 
you cannot tell exactly how much money a 
given expenditure has produced. 

Wherever possible, we believe in showing 
direct, tangible returns from our work. 

In a number of cases we have taken up the 
advertising of houses which had been working 
in a purely perfunctory way, without knowng 
whether the advertising really paid or not, and 
demonstrated that we could secure a certain 
number of new accounts representing so much 
business. 

Perhaps we could do the same for you, or 
maybe you would have to take up good adver- 
tising entirely as a matter of faith. 

At any rate, if you are a progressive business 
man, you are constantly seeking to extend your 
business. 

We would therefore like to send you some 
good literature on the subject of business devel- 
opment. 

Write for the following booklets : 

“SELLING MORE GOODS,” 
“YOUR VOICE CANNOT REACH EVERY 
NOOK AND CORNER OF THE LAND,” 
“CLINCHING THE SALE.” 
(To proprietors and managers only.) 

We invite correspondence and interviews on 
all matters relating to advertising—whether you 
wish to go-into an extensive campaign or merely 
desire a good booklet or a series of mail matter. 

We do “unusual” things. 

EDMUND BARTLETT, 
Advertising Speciaiist, 
150 Nassau St., New York. 
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AN 


ADVANCE 








THE AVERAGE PAID . 
CIRCULATION OF 


THE CHICAGO 
DAILY NEWS 


For the month of February, 
1904, was 


338,458 
Copies Daily. 


The same circulation for the 
month of February, 1903, was 


310,033 
Copies Daily, 


A gain during the year of 


20,420 
Copies Daily. 
The advertising rates remained the same, 


so that the additional readers were 
simply additional value to the advertiser. 
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Advertising Agencies. 
Advertisements under this head, two lines or more 
without vy, 0centsaline. Must be 

in one week 4 in advance. 
ALABAMA, 
ARs ADVERTISING CO., Mobile, Alabama. 
buting and Outdo Outdoor Advertising. 
CALIFORNIA. 
ag gt CO., Los Angeles, Califor- 
Cr nie 1896. Place ad ‘advertising any- 
ere megasines, 
out‘ioor.  Marketin eting plans. "PACE 
FIC COAST ADVERTISING, 3 25c. copy; $2 yea 
DISTRIC12 OF COLUMBIA. 
~ FOR $line Want AA | oe ss) jontins doles coltes. 


Send for listsand J gory 
ADVERTISING AGENCY, Star Bldg., Wash., D. rom 





GEORGIA. 
TE oldest advertising agency the South. 
Successful campaigns p ye *y 2 suit the 
liar a in the South. ¥ 2 - 


ground 
— w 4 in e 
booklet, sryamentt ADVERTIS. 
ING AGENCY con Atlanta, ¢ 


ILLINOIS. 

Oe & GUNDLACE, 115 Suton &.. 8t., 
tising in U. S. and Canada. Rates supplied also for 
Spaniab- ish-American and European publications. 
preemars you think it’s ‘ink it’s all “gammon” about 

our ability to help increase your business. 
Here's what we did for one firm: Swelled the 
number of orders to more than double what thcy 
had ever been. 
Cost of our services in that case was $300. 
MARSH ADVERTISING AGENCY, 
New York Life Bldg., Chicago. 


KENTUCEY. 


a CALDWELL Adv. Ag’cy. Louisville. plans, 
prepares, pluces adv’ng; newpapers, mags. 





MARYLAND. 
ILBOURNE ADVERTISING AGENCY, Balti- 
i ——. a... 1876. Newspaper. m: magazine, 
outdoo: rtising written, planned, laced’ 
eto ea siin Md. i. before getting our imate. 
MASSACHUSETTS. 
A. T. BOND (“ Bond, of Boston”), 


16 CENTRAL STREET, 


BOSTON, 
Recognized A dverticing Agent. xiv gives personal at- 
tention to his clients’ best uninfluenced 


or discount inducements. 


commission 
Onginal and and effective | pa. with 
inany medium. 





pa 
OLL NMA YER ADVERTISING AGCY., _ 
d agen 


f th eo Northwest; ives small accoun' 
attenti ‘ion. i Adv. accounts proper 


NEW — 


9GORMAN AGENCY, 220 Broadway, N. Y. 
O”s o¢ edical journal ad advertising exclusively. 


Ge 5 4g ——— —_ 719 o.. i 
Bidg.. N. ¥ , Periodical and Out- 
door yr hy uatae 

cepted. Consul 





5 aaa sane ac- 
it us before so plecing your advertis’g. 


WSPAPER. 
es San a8) AGENCY. 


32 neoean Street, New 
1 
WILLIAM HICKS. FRED é RUSSEL, 


f the agencies in the list 
PRINTERS’ eo et ie hn Thirty. 
five years’ business expe oA at the service of 


advertisers who desire to use the leading news- 
papers and 


EO. P. ROWELL & CO., ~ Spru 
Crest Est’d 1865; 24 words in’ 24 re best da iy’ a 
for $15—classified; cash with orden for 
S crodacing and advertising manufactured an 
cies. 


ORTH AMERICAN ADVERT 
RTI ERTISING 2 00., 0. the 


1y 0-0 
existence. Places ad vertiing in in "ail ton 
[ e American at 
Foreign Trading Co., which handles Amcrican 
jae gy road and, Soe a mane 
ons 
pa rom manufacturers 


F. 
gh . Ww. Bosley. wloe president Jame 
100 ) William St. *® New York. York. — 


OHIO. 
Lanes E, RUNEY, Runey B 
C= Newspaper, Magasi ne Oe 
py  Y Printing, Designs, Writings, 


PENNSYLVANIA. 
HE H. 1. IRELAND ADVERTISIN 
T (Established 1890), aah ic. 


— yi well as or cliente 
ans and places ertising i ‘spapers 
a ey a ri ft fol 5m 
mail-series o 
sotee mel ‘olders and cards to 
925 Chestn3: Street, Philadelphia, Pa. 


prose AND HORNBERGER, 
AD 


VER RrIsING ENTS, 
1216 Comnennses ry seh 


8 to t ‘Oley Co., Adver- 


tis 
Will be pleased to ng) suggestions and 
prices on newspaper, magazine or street car ad- 
pn a =. cards or folders, w with- 
rete ion to aqcout | at same. sae — 
eferences: The ness pager 
Philadelphia newspaper: any of the cli 
firm, or the Eau Equitable ‘rus ‘Trust Co., of sen of hn 


RHODE ISLAND. 
O F. OSTBY AGENCY, Providence—Bright, 
catchy “ad ideas,” 
. y leas,” magazine, news- 





CANADA. 
Freee ae we insert 25 words, classified, once in 
best 18 cy af 15 largest Canadian cities ; 
3 DESBAIATS ADV. a cash with order. 
DESBAKATS ADV. mAGENCY, Ltd., Montreal. 


SUPPRESSING THE NAME IN THIS 
CASE CAST OTHERS UNDER 
SUSPICION. 


Sam W. Hoke Co., 
Long Distance Billposters and Advere 
tising Agents. 
630 West Fifty-second Street. 
New York City, Feb. 20, 1904. 
Editor of Printers’ INK: 

I enclose a slip from the New York 
Telegram, being a reprint from an ar- 
ticle that appeared February 16, show- 
ing that the Poland Water Company 
caught a druggist—some druggist, 
heaven only knows what druggist, so far 
as the Telegram item is concerned—re- 
filling Poland bottles with distilled 
Croton. I asked the druggist of whom 
I am in the habit of buying a glass of 
Manacea every noon, if he was the 
guilty wretch, and was met with a howl 
of rage at the Telegram for not men- 
tioning Wilson’s name, instead of leav- 
ing its readers to suspect all the drug- 
gists, or at least all the “prominent” 
druggists. All of which indignation 
seems to me well grounded. 

Yours very truly, Sam W. Hoke. 





Rapies must have baby food for 
nourishment—when your business is 
new, start in slowly with your adver- 
tising and build it up gradually. 
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“A GOOD DEAL OF FAKING.” 


Georce H. Powe tt, 
Advertising Agency. 
No. 5 Beekman Street, 
New York, March 7, 1904. 
Editor of Printers’ INK: 

I have noted from time to time ar- 
ticles in Printers’ INk for and against 
all advertising schools. One thing that 
has seemed to me peculiar is the fact 
that you have invariably said that you 
knew nothing about any particular sys- 
tem of instruction, and consequently 
could not speak . d the board. Now, I 
agree with you that there has been a 
good deal of faking in all correspon- 
dence instruction, not only advertising, 
but in almost every line known. I also 
believe that advertising instruction of 
the right sort is bound to remain a 
factor, and that while Printers’ INK 
as a publication will find a growing 
field, yet I do not believe that it will 
be necessary to condemn the good adver- 
tising school in order to increase Print- 
ers’ INK’s circulation. 

Some year or more ago I wrote you 
that I should be glad te have your rep- 
resentative or yourself call and look 
over my methods, so you would be post- 
ed, but no notice was ever taken of 
this. It looks to me as though you did 
not want to know so as to be in a posi- 
tion to hit out right and left whenever 
the opportunity occurred, although for 
my part I am not making any complaint, 
since my treatment at your hands has 
been well enough, only I do not like 
the thought of any authority in the ad- 
vertising business admitting he is not 
posted on such a vital factor as adver- 
tising instruction. 

The instruction given in F'RINnTERS’ 
InK is of a different nature altogether 
than the good ad school gives, and 
should be glad to confer with you some 
time, and perhaps good might result. 
There are certain evils connected with 
the advertising of some _ advertising 
schools that ought to be killed, and I 
could very readily point out the most 
of them to you if you are not already 
cognizant of them. So far as I am per- 
sonally concerned, I have always en- 
deavored to give every one full value, 
and it has been a constant study wifh 
me how to give more value as time ad- 
vances. While I have had splendid re- 
sults and have been very successful in 
pushing bright people to the front, yet I 
would like to reduce the number of 
failures, and it seems to me _ that 
Printers’ INK and advertising agents 
generally would all be better off, as well 
as the good ad school, were a better un- 
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derstanding obtained. There are thou- 
sands of business men who want to ad- 
vertise, and when they read so much 
derogatory stuff in trade papers and 
hear others condemning advertising in- 
struction, they get scared and keep out 
of the field altogether. 

I presume you realize that for more 
than twenty years a great many people 
have declared that advertising was a 
“bunco” game pure and simple, and I 
could tell you of a man at the head of 
two of the greatest publications of the 
world who has always felt that he was 
getting money under false pretences 
when he accepted advertisers’ money for 
space in his publications. He would 
make a pretty poor advertiser himself, 
because he doesn’t know the elements. 

I wish some time it might be possible 
for you to drop in and see me, and go 
over some of the material at hand. 
While I, of course, have a pretty good 
reputation as one of the authorities, yet 
I feel my own shortcomings in many 
ways, and it is likely that you and 
others can be of much assistance to meé, 
and in that way the general business 
will be benefited. 

I do not write this letter ,expecting 
any free advertising in the way of edi- 
torial announcements—quite the con- 
trary. I would like to have you realize 
what there is in this line of endeavor, 
and further to see you use your in- 
fluencé in Printers’ INK in a somewhat 
different way. At any rate, assuring 
you of my best wishes, I am, 


Very truly yours, G. H. Powett. 
oe 





Some employers spend too much time 
trying to “get blood out of turnips.” 
When you find that nature left out of 
your employees the qualities your busi- 
ness demands, why waste your time in 
attempting to improve the Deity’s handi- 
work? 








Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extra for specified position—tf granted. 
Must be handed in one week in advance. 


ADV. 
yoventes MADE FROM NAILS 
pdt "re ibstantial and cheap. 


ve, sul . 
e, a World’s Fair Souvenir, 10c. 
WICK HA WAYS (RN. Box 10, Madison, 0. 


«HOPKINS, ADVERTISER,” 
ADWRITER, 


127 Duane St., New York City. 
Pertinent, Pungent Ads that will reach the 








er and reap results. 
Send me $1 rnd your “copy.” It will (not 
Gave you money. i am 








“-TLOCKE ADDER 
: an ONLY, $5.00 


oe 








PROFITABLE PUBLICITY 
PROPERLY PREPARED. 
J. JEROME NORDMAN, 
“Ads that Add—Written Right.” 
706 Tradesmen’s Bidg., Pittsburg, Pa. 


An Experienced Travel: Salesman 
having covered nas of ee foreign countries, is 
open fora position from a manu- 
facturer ealrous of -plac: his uct on the 
market. Speaks meh fluently and 
sufficiently for all business purposes. 
ferences first-class. I want to hear only from 
properly. push their product “WA. TOWLER, 

per! r ws A. 
fio Madison Ave., Hyde Park, Chicago, Ill. 


LETTERS. 
If you issue a catalogue; if y: 
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Often some _ word 

like this is received : 
‘““We have sent out from 
our office up to date 322 sep. 
arate circulars as a result of 
a two-line reference to us in 


Che Sanday School Canes 


one of our 





ou use circul 
matter; if you are looking for mail order 
business, we can make money for you. We 
have 500,000 recent original cas 
tance letters covering many lines of busi- 
ness—medical, toilet preparations, agents 
wanted, women’s and men’s wear, etc., etc. 
Will lease (30 days copy) from $2.50 per M 
upwards. 
Live firms use this method of adver- 
tising—Do you? 
New York Letter Brokerage Co. 
Temple Court, New York City. 


—_—— 


Of the 18 papers published in Arizona 


The Arizona Republican, 


issued at Phoenix, is the only one that es- 
tablishes a claim to a circulation rating in 
Rowell’s New r Directory so high as 
1,500 copies. It is probable that no more than 
3 out of the 13 print so many as 500 copies 
regularly, but Suting Be first four months 
of 1903 the ARIZONA REPUBLICAN has issued 
more than 6,000 copies each and every day. 























2 i 


“TI need hardly say that 
the above brings to light 
this deserved compliment, 
viz., that even the smallest 
item in THE SUNDAY SCHOOL 
TimEs is valued.” 


We Shall Be Pleased To Hear From You. 23 


THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a, Pa, 
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trade mark. 


entirely upon how you exploit it. 


No. 33 Union Square, 


IS YOUR TRADE MARK 
ASLEEP ? 


If you are a manufacturer, your goods should bear your 


If you haven’t any trade mark, you ought to have one. 
Having secured one, you ought to make it one of the most valu- 
able assets to your business, and its money value depends almost 


We have a book on the press entitled ‘‘ TRADE MARKS AND 
Branps,” which deals with this important subject fully and 
comprehensively, at the same time describing the best methods 
by which branded goods may be introduced and popularized. 


This. book is a somewhat expensive affair, and will be sent 
only to manufacturing concerns upon written request signed by 
the business manager or member of the firm. 


THE GEORGE ETHRIDGE COMPANY, 



















New York City. 
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The Prestige of Age 


Is a strong element in the value of a paper’s cir- 
culation. It takes something more than circulation 
figures to inspire an advertiser’s confidence. It has 
taken us Thirty Years to build up the largest paid- 
in-advance subscription in the world. Time has 
proven the merit of our publications. In Thirty 
Years hundreds of thousands of the readers of 


The Vickery & Hill List 
The American Woman 

















and Good Stories 








have become constant subscribers, so that to-day the 
lst is made up largely of people who renew their 
subscriptions year after year. It is this substantial 
quality of our great circulation which has won us 
an advertising clientele of which we are proud. 
Many of our advertisers have been with us for years. 
They could not be induced to stay out of our papers. 
Those who give our papers an intelligent trial in- 
variably become permanent advertisers with us. 
If you want the widest possible publicity among 
the people who make up the bone and sinew of 
the Republic, use our papers. 
























SAMPLE COPIES AND RATES ON REQUEST 








The Vickery & Hill Publishing Co. 
AUGUSTA, [IAINE. 


c. D. COLMAN, Flat Iron Building, New York 
E. H. BROWN, Boyce Building, Chicago 


Sworn statement of circulation on file with Geo. P. Rowell & Co. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 





On a mailing card which Mr. 
George Glines sends to property 
owners he seeks to convey the idea 
that roofing is the only thing he 
knows much about, but the card 
betrays the fact that he is a mighty 
good advertisement writer as well. 
Mr. Glines says his say in a dead- 
in-earnest way that is very con- 
vincing. He gets right down to 
business in the very first word and 
his argument is logical. If his per- 
formances match his promises— 
which I do not doubt—and he gets 
his little story before a sufficient 
number of roof owners, he will 
have to spend his money pretty 
fast or die disgracefully rich. 
Here’s how he says it: 





I Do Nothing 
But Roofing. 


It doesn’t cost much to 
keep a roof in good condition 
if-you take it in time and do 
it right. What costs is let- 
ting it go till it is in bad 
shape, and then getting a 
man who doesn’t half attend 
} to it. I am not a plumber, tin- 
smith, carpenter or general 
“handy man.” 

I am a roofer. Roofing is 
my specialty. I do it prompt- 
ly, thoroughly, satiatactectly 
every time; and I do nothing 
else. 

A plumber may be a mighty 
good plumber, but he isn’t a 
roofer. Perhaps he will mend 
your roof thoroughly—per- 
haps not. Very iikely he will 
“send a man.” A plumber or 
‘ tinsmith or hardware man 
’ can seldom attend to your 
roof as promptly and satis- 
factorily as I can, because he 
has other troubles. I haven’t 
any troubles but roofing. I 
take ail the troubles there are 
at that. 

| , have had twenty-five 
years’ practical experience in 
roofing. 

I have the materials, tools 
and skillful workmen to do it 
right. 

I boss the job myself. I 
am on hand on every roof 











that I tackle. I see that it is 
done as it ought to be. When 
I am through with it there's 
no “perhaps” about it. 

Without any charge to you 
I will carefully inspect any 
leaky or defective tin, gravel, 
slate, iron or felt roof and 
submit an estimate of cost 
to put it in first-class con- 
dition. 

I have the care of roofs of 
some of the largest buildings 
in New York, and my work 
is widely known for its 
thoroughness and durability. 
I can give you plenty of ref- 
erences. All you need to do 
is to drop me a postal card. 
I will do the rest. 

GEORGE GLINES, 
134 West Broadway, 
near Duane street, New York 

Tel. 1058 Franklin. 





All Right. 























A Special roc. 
Sale of Drugs. 


A sale that gives you choice 
of a 

4 0z. bottle of Bay Rum. 

4 0z. bottle of Brown mix- 
ture. 

3 oz. bottle of paregoric. 

3 oz. bottle camphorated 
oil. 

3 0z. bottle carbolic acid. 

4 oz. bottle glycerine and 
rosewater. 

3 oz. bottle pure glycerine. 

2 oz. bottle vanilla extract. 

25c bottle White Pine and 
Tar Cough Remedy. 

You who have _ bought 
these. goods elsewhere know 
the regular prices, and will 
readily see how big a saving 
you can effect by taking ad- 
vantage of this special roc 
sale. 

Other special drug offers— 
Acker’s Cough Remedy, bottle 


Sc. 
Merck’s phosphate soda, 1- 
pound box, conte. 

A sc box of Slippery Elm 
Lozenges and a sc box of 
Menthol cough drops, both 
for 5c. 


KAUFMANN’S, 
Pittsburg, Pa. 


















Se 








This is Good Because it Lacks the Ex- 
travagant Claims Usually Made in 
Such Ads. 


Credit of the 
Right Sort. 


We'll sell you a Suit or an 
Overcoat and credit you for 
it, and besides we help you 
save, for we'll accept pay- 
ment a little at a time week- 
ly or monthly. We'll trust 
ou freely and _ willingly. 
ou’ll have as good attention 
as anyone can get anywhere 
—you'll be protected by the 
same guarantee, for every- 
thing that we sell that fails 
to please may be returned 
and no questions asked. 











For a Broker. 


| « Every Day” 


The harvests of the world 
are being reaped “every day” 
in the year, and the wealth 
of all the world is being 
dealt in “every day” in the 
stock market. 

There is wealth to be gath- 
ered “every day” by those 
who take advanta of the 
market’s ebb and flow. 

“Every day” I am ready to 
afford you the best broker- 
age services, 

R. M. WEAVER, . 
Stocks, Bonds and Grain, 
223 Fourth Avenue, 
Pittsburg, Pa. 


Seems to Cover the Ground—and the 
Wall. 
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It pays to take advantage of current 
events when they can be made to point 


moral as in this case. 





Securities 
Representing 
$400,000,000 were 
saved at Baltimore 


by being in a safe deposit. 
Are your securities in a safe 
lace? 
THE UNION SAFE DE- 
POSIT VAULT, 
Frick Building. 
Boxes $5 a year up. 
Pittsburg, Pa. 


\¢ 





Goo 


d Introductory for Attractive 
scriptions and Prices. 


De- 





Rugs—A Remark- 
able Gathering. 


All the world wants rugs 
nowadays. Rugs for full 
rooms, rugs for halls, rugs 
for the filling of odd corners 
around bigger rugs. And so 
rug manufacturing is a great 
industry; and the gathering 
of all the various worthy 
kinds a large undertaking. 

We feel that we have been 
quite successful. Will you 
look them over? 

(Kinds and prices.) 

JOHN WANAMAKER, 

New York. 








There’s Information in This One. 
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| Advance Wall 
Paper Designs. 


As usual with us, the new 
wall papers are here early. 
We believe we can provide 
you with a wider choice of 
better and more stylish papers 
than you can find elsewhere, 
now or later. Our stock is 
made up of all grades from 

FINEST TAPESTRIES, 

CROWN HANGINGS, 

APPLIQUE FRIEZES, 


down to inexpensive yet neat 
and serviceable _ patterns. 
Each was carefully selected 
with a view of showing some- 
thing desirable for every pur- 
ose and at every price. 
ring in the size of your 
room and LET US HELP 
YOU TO SAVE ON WALL 
PAPER THIS YEAR. 
BROWN DRUG CO., 
805 Main St., Winfield, Kan. 

















Do You Own Any 
Coupon Bonds? 


If such bonds or the cou- 
pons from same are lost or 
stolen, and are sold to an 
innocent purchaser, such 
holder has a good title by 
possession, and the loser can- 
not recover. P 
A SAFE DEPOSIT BOX 
in the Manganese Steel vault 


o 
PITTSBURG TRUST CO. 
is a safe and convenient de- 
pository for all securities. 

$5.00 Per Annum and Up- 
wards. 

WE PAY INTEREST— 

4 per cent on Savings De- 
posits and 2 per cent on 
checking accounts. Safety 
assured by capital, surplus 
and profits of $6,000,000.00. 

Write for booklet 24. 

323 Fourth Ave., 
Pittsburg, Pa. 
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PRINTERS’ INK. 


“A PULLER OF BUSINESS” 


Merrill & Baker, Publishers, 


“A PAYING PROPOSITION FOR THE ADVERTISER” 


L. Graves Tooth Powder Co, 


“THE MOST PROFITABLE AND. STABLE IN OUR 
MAGAZINE ADVERTISING.” 


Orangeine Chemical Co, 


PUBLISHED BY THE RED BOOK CORPORATION, 
CHICAGO, ILLINOIS. 
New York Office, 150 Nassau St. New waeiane Re 5 “a 
hmid, Manager O'Ne 
S. L. Schmid, Assistant Manager 81 Myrtle &,. hy ~~ 
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Don’t concoct elaborate advertising 
schemes to get the same old business 
you've had all the while. Don’t offer 
prizes and premiums that simply mean 
giving a bonus with goods that you 
would have sold just the same any way. 
When you go after business, go after 
new business.—Adwriter, St. Louis. 

ss! ia ane wie tl 


ADVERTISING is not a short cut to suc- 
cess, but it is one of the most direct 
roads.—Cheltenham Press. 


Letters make more lasting impressions 
than-advertisements. The correspondent 
who has a weakness for’ sarcasm can 
drive away more business than all your 
big-salaried salesmen and high-priced ad- 
vertising can bring in. 


To get the best results from your 
cows you must keep changirig the pasture 
—your ads want to be changed often, 
too, to get good results.—White’s Say- 
ings. 
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interest you. 


PRINTERS’ INK 
Published Weekly 
At 1o Spruce St., New York 


A Journal for Advertisers 





ry think the offer on the other side will 
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ill find 


leve you wi 


lly so. 
Address of present subscriber 
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has been very helpful to me and I bel 





Date 
a 





(TEAR OUT, SIGN AND HAND TO A PROSPECTIVE SUBSCRIBER) 
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new 
man. 


“Try one of our new sofas,” said the 
man in the furniture shop; “they’re very ae 
healthy. Every one is stuffed with a When we undertake to prove what 


PRINTERS’ INK. 


Birdie Coruss—Why, some day I hope The Drummer—Podunk Junction jg 
to be billed as the acknowledged queen putting on metropolitan airs since that 
of comic opera. weekly paper was started there. 

Hamington Fat—I should think you The Merchant—Indeed! 
might. Lots of singers are.—Puck. The Drummer—That’s what. They 








print the Associated Press dispatches 
local news.—Chicago News. 7 


breakfast food.”—Yonkers States- nobody doubts, we are apt to stir up 
doubt where it never existed before. 












FOUR WEEKS’ TRIAL TRIP 


| PRI NTE R S’ IN K THE LITTLE SCHOOLMASTER 
IN THE ART OF ADVERTISING 
| 

| “ Some men pay $10,000 for an expert to manage their 
advertising. There are others who pay $5.00 for an annual 
subscription to Printers’ JNK and learn what all adver- 
tisers are thinking about. But even these are not the ex- 


tremes reached. There are men who lose over $100,000 a 
year by doing neither one.” 





Publisher Printers’ Ink, 
10 Spruce Street, 


New York. 


Please send me Printers’ Inx 
for four weeks, for which I inclose 
10 cents, as I wish to examine the 
paper witn a view of becoming a 
regular subscriber. 


tae eee 


Address _ 





















































PRINTERS’ INK. 
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Pleased All Around 


Office of De NEANE Bros. 
WasuinectTon, D. C., March 2, 1904. 
Printers’ Ink Jonson, New York, N. Y.:- 

Dear Sir—The ink arrived here yes- 
terday and your letter and book came 
to hand to-day. I thank you very much 
for your kindness in making the selec- 
tions, and the inks sent will cover a 
wide range of work. I also appreciate 
your promptness in filling the order so 
quickly. 

When sending the order, I enclosed 
the $5.00 with the idea that you would 
send me 16 quarter-pound tubes, or 
the equivalent thereof, and take the 20 
cents extra as a slight compensation for 
the trouble of making the selections, 
but as you have very kindly sent me 17 
quarter-pourd tubes, thus giving me the 
benefit of your experience in selecting, 
T owe you 10 cents, which is herewith 
enclosed. Verv truly yours, 

Jos. W. CHeyney, Mgr. 


Many of my customers leave the selection of inks to 
my judgment, and I always try to cover as large a range 
as the remittance will permit. I only choose colors 
which are asked for constantly, and which when mixed 
together will produce any shade desired. In small 
job offices, I advise inks to be put up in collapsible tubes, 
as lids of cans are likely to be mislaid and it is almost 
impossible to avoid dust and dirt from getting into the 
inks. I guarantee to match any shade or grade of ink 
that was ever manufactured at one dollar per Ib. or 
25 cents a 4%-lb. can, with the exception of Bronze Reds, 
Carmines and Fine Purples, which are two dollars a Ib. 
I charge 5 cents extra for each %4-Ib. tube, 10 cents for 
a ¥%-lb. tube, and 15 cents for a Ib. tube, these figures 
being the actual cost to me. When my goods are not 
found as represented, I immediately refund the money 
and reimburse the purchaser for the transportation 
charges. Send for my price list. It contains valuable 
hints for the pressroom. 


ADDRESS 


PRINTERS INK JONSON, 


17 Spruce Street, New York. 
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